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SCHEUER 
FIXTURES B R l 
Penis ematrontcnnens apsiaige Y oaN ) x 
or Dest NKesults 
illustrated Display cannot achieve its ultimate goal without those qualities which attract 
ee the public and leave a lasting and favorable impression. Important factors in 
Hat Stand 35" High. ; A : ; : : 5 aL 
Each  — $20.90 the display manufacturing industries have always sought for ORIGINALITY 
WS 86 — Two-Way in their creations and we pride ourselves on the fact that we have always G-43: 
Hat Stand 26" High. : : é } . desig: 
‘asured the merit of our his basis. But we have never overlooked : 
Each $15.95 measured the merit’ of our units on this basis. nuit we have never overlooke sculpt 
WS 87—Single Hat the practical and functional purpose of display and our product has always stock. 
Stand 20" High. ; : é k Z . gee green 
Each $9.35 met the enthusiastic approval of the nation’s best qualified fuchsi 
Also 30" High displaymen. You can always look to SCHEUER for the new- | 
est and best in Lucite and Plexiglas display fixtures. 
MANUFACTURING CO. 
307 WEST 38+ ST.. AT EIGHTH AVE., NEW YORK CITY 18 
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| G-433—"“EASTER LILY WITH BUNNIES” Comura 
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design, 10 bright spring colors, screen processed in 
sculptured effect technique on flexible Comura 
stock. Blended tones of soft grays against shaded 
green background, accented with touches of violet, 
fuchsia and deep orange, Size 30’x90”. Ea. $5.75 










aster Parade o 


Win first honors and lead the 
Parade by using these beautiful 
Comura designs and sculptured 
props in your windows. Full of the 
bright, first touch of spring, Easter 
spirit and colors, they will help you 


create displays in the true tradition 


of the Holiday season. 





G-434—'"‘ EASTER BUNNIES” Cutouts, screen 
processed in 12 gay spring flock and lacquer colors 
on mosonite, radiating the Easter spirit. Use as 
appliques, stand on floor, on ledge. For many dif- 
ferent treatments no base or easel attached. Size 
30” high, 20” wide. Sold in pairs. Per set of 2 

$17.95 


V INAOWS 





G-435 —"LILY’’ Comura, the traditional emblem of Easter 
is beautifully treated here combined with the baroque motif, 
reproduced in 12 beautiful oil colors, blended shades of 
greens and white predominating, through halftone silk screen 
process in sculptured effect technique on flexible Comura 
A es ak | <r ee Each $5.95 
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G-432—*‘‘Easter Bunnies’’ Comura design screen processed in 10 gay spring colors, sculptured effect technique, against 
background of shaded tones of green, accented by deep blue of violets, on flexible Comura stock. Size 15”x 90”. Ea. $4.75 
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Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. See 
that it reaches other executives of your organi- 
zation and the members of your department. 


OUR NEXT ISSUE 


Coming up in March we have an important 
article by H. E. Glave, general superintendent 
of Thalhimers, Richmond, on the subject: "The 
Place of Visual Merchandising and Moderniza- 
tion.’ . . . Another by Annot will deal with the 
modern use of color. . . . Louis Gehring will have 
six sketches showing brownout adaptations, and 
there will be numerous other features you will 
read with interest and benefit. 


THE COVER 


Henry Callahan, display director for Lord & 
Taylor, New York City, was a pioneer in the use 
of papier mache figures for human interest dis- 
plays. 
tlemen watching the plight of a companion who 


One of his latest shows two amused gen- 


disobeyed the injunction not to enter the locker 
room with skates on. Displays of this type simply 


can't be ignored by passersby. 
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In display... THE FUTURE IS TODAY! 


All over America, store executives are planning for that nebulous date when certain wartime restrictions 
will be lifted and industry and selling will rush full speed ahead. But there is one field which has not 
been stymied by lack of steel or wood or even manpower. That is Display. For though it skillfully bends 
every available material to its use, its great prerequisites are and always have been Ideas and Imagina- 
tion. Out of these its genius has wrought miracles of persuasion, to help win Victory and adapt com- 
munities to wartime living. As co-workers with these inspired and inspiring men and women, we 
suggest that the Man-in-the-Front-Office make careful appraisal of display’s basic role in presenting 


trends as well as merchandise... and give appropriate provision in future plans and budgets. In 


PWhiows due 


498 SEVENTH AVENUE, NEW YORK 18 


“Visual Merchandising” the future is here, today. 


CREATIVE DISPLAY HELPS FOR TODAY AND TOMORROW 
MARY BROSNAN MANNEQUINS = CYRILLE STEINER FIXTURES 
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Bic Beek ae 


ha more 
war bonds 


No. 1500 
The Small Bomb 
12" Long 


Price 
$42.00 


No. 1400 : “a Doz. 
The Large Bomb 7 

24" Long 
Price $6.00 each 


These electric light 
bombs in your windows 
will tell the public why 
your windows are light- 
less. 


Can be applied to signs, 
backgrounds or sus- 
pended. Furnished with 
rings on back for hang- 
TT: 

Constructed from fibre- 
cast plaster. Semi-hol- 
low for light weight and 
in half-relief. 


: Rush Your Order! 


Suggested 
TIE-UP Copy 





As a patriotic measure to 
conserve electric power 


Ochack'S 
eh 2chac « 
BE scien in exci ———'SINCE 1888 


dows until further orders 


from the government 317-321 W. Van Buren Street 




















Chicago 7 Illinois. 
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A company has truly made 

its lasting mark 

in the trade 

when its trade mark has become 
ite indispritable evidence 


of produc { quality 


TARBRBEL 5BHOS., ING 


95 Madison Avenue . New York, N. Y. 
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SI ulocducng 


THE TRADE MARK OF QUALITY 


Which will appear on all Greneker figures 


] 


(renek ey 


CORPORATION 





Only the manikins, for which Greneker 
is so well known, will bear this seal. 
It means that you are getting Greneker 
quality and workmanship. 


THE GRENEKER CORPORATION, 250 WEST 54th ST., NEW YORK CITY 19, N. Y. 
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DISPLAY vs. 
BROWNOUT 


The brownout is here to stay until improved fuel conditions warrant its removal. 
Its effect on display calls for changes in technique in order to minimize the 


handicap as much as possible. 


Here are answers to your questions — and 


examples of what other displaymen are doing to make the best of the situation. 


ITH the nation-wide brownout in 
full effect, the natural 


displaymen is to take a look around 


impulse for 


the country to see how it is working out and 
what other displaymen are doing to make 
the best of the situation. 

Most cities reported a falling off in sales 
edict into effect on 
There can be no doubt the 
effect produced on shoppers was a depress- 
How 


as soon as the went 


February 1. 


ing one, and they reacted accordingly. 
long it take them to get used to the 
darkened windows remains to be seen, but it 


will 


is generally agreed that shopper adaptation 
to the situation is only a matter of time. 

It is clear that there is little relationship 
between this brownout and the half-hearted 
one which went before it, months ago, when 
the program was more or less of a voluntary 
nature. This is the real thing and there is 


no mistaking it. Furthermore, we have the 


assurance of War Production Board. offi 
cials that it will continue until the fuel 
problem has been eliminated or at least 


greatly eased. 

\s everyone probably knows by this time, 
the brownout was ordered by the WPB un- 
der Utilities Order U-9 as a fuel conserva- 
tion measure. It applies to all display light- 
ing, among others affected, except in areas 
water 
Kxempted areas at the present writ 
ing include Buffalo and Niagara Falls; the 
State of California San 
Catalina island; Reno; Baton Rouge, Lafay- 
ette, Lake Charles and Monroe, La.; scat- 
tered areas in New York, Michigan, Ari- 
zona, New Mexico, Arkansas, West Virginia 
and Vermont. All 
period of five months only, and subject to 
possible revocation at the end of that time. 


supplied by electricity generated by 


power, 


except Diego and 


exemptions are for a 


lhe order will be rigidly enforced, it is 
indicated, and in many communities the 
local police force is reporting any viola- 


tor Under U-9 the WPB may order a 
utility to suspend service in such cases, and 
In lition any person who wilfully violates 
the order is subject, under the Second War 
Powers Act, to fine and imprisonment. Com- 


to date is said to be 95 per cent 
ett ve, 
eals for relief from the provisions of 


ler may be made by any person who 


be s that compliance would work an ex- 
cept onal or unreasonable hardship on him, 
ir it would endanger public health or 
sat The appeal should be made in writ- 


the nearest Field Office of the WPB 


for the area in which the consumer is _ lo- 
cated, forth all pertinent 
facts, including a statement of the need for 
amount and_ the 
hours illumination is a necessity 


and should set 


lighting, the number ot 
each day. 
Financial hardship that might result from 
the lack of display 
ered as a basis for granting an appeal. 


lighting is not consid- 


Ii the consumer believes that discontinu 
lighting would endanger public 
health or safety, and appeals on that ground, 
he should obtain a certificate to that effect 
from the appropriate local public authority 

such as the fire, police or health department, 


ing display 


and present it with his appeal. 

If an appeal is made, display lighting must 
be discontinued during the interval elapsing 
until the WPB that 
granted 

Some appeals have already been made in 
parts of the country. One of the 
that of the Toledo Retail Mer 
\ssociation, which asked permission 
Monday 
when downtown stores are kept open; the 
request was turned down. 
calling for the use of half the display light 
ing usually used on 


decides relief can be 


various 
first was 
chants 
to use display lighting on nights, 
\ similar appeal, 


“open” night, is said to 
have been made by merchants of Knoxville, 
Tennessee. 
“Compromise” plans have been suggested 
by a number of merchant groups, with the 
stores agreeing to cut the present electricity 
used by their main floors by one fourth pro 
viding that the equivalent 
used for display purposes. 
Office of War Utilities, 
tering the WPB order, has come out with a 


amount can be 
However, the 


which is adminis- 








War Production Board paper re- 
strictions and a constantly increasing 
demand for DISPLAY WORLD have 
made it necessary for the publishers 
to limit editions to the present level 
until WPB restrictions are removed. 
Accordingly, all future editions must 
be confined to mail subscriptions only 
and to one copy for a given establish- 
ment. Individual orders for single 
copies can not be filled. New subscrip- 
tions can be accepted on a waiting list 
basis only, and will be entered as sub- 
scription lapses occur. As a matter 
of cooperation, the publishers will ap- 
preciate your sharing your copy with 
your friends and associates. 








flat rejection of any and all such plans, 
stating that the elimination of display light 
ing is basic and if any additional reduction 
in lighting can be effected it should be done 
voluntarily. 

Further to clear up queries regarding the 
Othce of War Utilities has 


questions and answers 


brownout, the 
compiled a list of 
For example: 
Question: A 
fire sprinklet 


customer has an automat 


system running across the 


ceiling of display windows; will lighting be 
permitted in such display windows on the 
basis that the heat supplied by the lighting 
is needed to prevent the sprinkler system 
from freezing: 

Answer: No, except where a certificate ot 
necessity for public safety can be obtained 
to support an appeal. In most cases, open 
ings are provided in the back of such win 
dow areas to allow the entrance of a person 
for the purpose of installing a display. Such 
door can be left thereby 
heat trom the 
window area 

(Relative to the 


Famous-Barr Company, 


entrance open, 


allowing store to enter the 
above, at least one store 
St. Louis—has re 
WPB to 


when the temperature 


ceived permission from the turn 


on its window lights 
drops below freezing.) 

Question: Will a floodlight placed back in 
the store and centered on a window be con 


sidered show window lighting and theretore 
prohibited 7 
Answer: Yes. 
Question: Does the 
of Order U 
interior illumination” 
terior illumination of the window or interior 


statement in para 


graph “C” -9 “except where nec- 
essary for mean in 
illumination of the store? 

Answer: Interior illumination of the store, 
and only when the store is open for busi 
ness. 

Question: If fixtures and decorative items 
within a show window are painted with flu 
orescent paint, and an ultra-violet unit used, 
would the use of electricity for such a setup 
be prohibited ? 

Answer: Yes, because electricity 1s used 
to operate the ultra-violet unit. 

Question: What 
case of an establishment having prohibited 


should be done in the 
lighting which can not be discontinued with 
out turning off permitted lights as well, due 
to both being on the same circuit ? 
Answer: Remove the bulbs, or 
the circuits 
[Continued on page 46] 


separate 
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Home Furnishings .. . 
URNITURE or home furnishing dis without inquiring about style and fashion. show the customers a chair in its own set 
plays for the interior of windows genet Very few women would consider a dress ting; then they know what to do with it 
ally require long-term planning. There without the shoes and other accessories. They buy the chair or furniture piece be 
have been occasions when we spent as many as Everyone thinks in terms of the complete cause we show it with things they alread 
five or six months planning a certain display picture and how it is going to look. have or want. The public learns what i 
and window series Let’s start at the be We have three floors of home furnishings right through these displays. On our sixt 
ginning and see how such displays are at Stix’s, with rooms which partly surround — floor, we have the Victorian period but it i 
formulated. To that end, I have succeeded the floor. Each room is decorated accord modernized. We have taken this old furni 
in bringing here an authority who can give ing to some definite thought. Our three- ture and brought it up to date by accesoriz 
you a real insight on the merchandise angle room cottage and a maple house are com- ing it properly, and by putting it agains 

of furniture displays—Ralph Straub of the — plete in every detail with china, glass, lamps, appropriate backgrounds. 
home furnishings department of Stix, Baer rugs, etc. We try to get the customer to Interesting displays have a continuity o 
& Fuller. He will give us his ideas on think in terms of a complete room. thought. Even if the shopper doesn’t want 
how displays concern merchandise, and the You don’t want your customer to buy to ask questions, our displays answer then 
transfer of furniture or home furnishings just a sofa and shove it into her home. We without being asked. Our displays are aug 
from the retailer to the customer want the customer to realize that ensemble mented with suitable signs which cause ou 
(Straub) We in the home furnishing unit coordination and grouping is important. So customers to stop, read and look around. 
ire very much interested in selling good we group our merchandise by period—the Because unpainted furniture looks lik 
taste in home furnishings. Very few women modern together, Provincial or Early Amer- — kindling wood until you do something witl 


would go into a dress shop and pick a dress ican segregated in a separate section, and it, we often take months to plan our window 
Kighteenth Century in its own place. We and floor displays for such merchandis 
also have spot displays which, for example, Unpainted furniture is displayed as ide: 

groups. For instance, in a girl’s room we 


*CGiiven betore the lass in distributive education 


also show a record player, bookcase or some 
similar item. We show how to decorat 
the unpainted furniture. When segregating 
the furniture for a boy's room, we take int 
consideration how a boy would like to live, 
and we furnish it accordingly. 

We started to plan for our February, 1945 
event last August and September with th: 
hope that we will get all the fabrics and 
everything in readiness by February 1. 


—At the left, one of three windows at Stix, 
Baer & Fuller—the trio always handled as a 
three-room apartment. .. . Lower left, Pollard 
addresses a group in St. Louis; the setting re- 
ferred to in his discussion is seen on the stage. 
. . « Below, a small group display which would 
be effective as a spot display on the furniture 
floor; note the design done directly on the 
glass— 
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.. . DRAMATIZED 


It takes a lot more time to display home 
imnmishings than other displays. Put a dress 
il a mannequin and you are through; with 

room display, a slight change involves a 
mmplete revision of everything in it because 
uu want a customer to say, “I want every- 
Often they want it 
ist as it is displayed. The merchandise 
vould not have moved had it been scattered 
ill over the department or store. 


ing in this group.” 


(Pollard) I want to give you a brief out- 
line as to how our seventh floor rooms and 
windows take shape. We sometimes spend 
six months planning a series of windows. 
We hardly complete our August furnishings 
display when we start discussing just what 
window space will be allotted next February 
to the furniture division—with the buyer 
of the furniture department, the display 
manager, the home furnishings coordinator, 
and probably the most important people ot 
the home furnishings department attending 
the conference. The assistant merchandiser, 
the assistant buyer, the display people and 
everyone concerned generally have a good 
idea as to what space is to be allotted—the 
choice corner window and three adjacent 
windows on Washington, besides the three 
regular windows on Seventh street which are 
used exclusively for furniture display the 
vear ‘round. 

After this big discussion, the home fur- 
nishings coordinator goes along on a buying 


—At the right, an Eighteenth Century bedroom 
for a girl; window shades are of the same 
chintz used in the slipcover for the chair; an 
old-fashioned shaving stand is used as a dress- 
ing table. . . . Lower right, Stix's corner win- 
dow in a smart display. . . . Immediately 
below, another of the smaller group displays 
which could be transposed to the selling floor 
as a spot display— 


trip to get a good idea what furniture will 
be available for our windows in February, 
what fabrics will be appropriate, and what 
we will have available for these windows 
The home furnishings coordinator plays an 
important part in our store. Upon the re- 
turn, another meeting is called to go into 
the thing a little more thoroughly. The co- 
ordinator may say, “We are getting these 
sofas in this design. You can use this 
material for draperies, ete., etc.’ We take 
one window at a time and plan what furni 
ture and related items are to be displayed 
in February. At subsequent meetings all 
little details are ironed out, and the final 
results are turned over to the displayman. 
It is then his duty to see that all idea details 
and instructions are typed and copies made 
available to those who may have need for 
them. 

In this day and age, you order a piece of 
material that vou want to use for draperies, 



























By ALLEN POLLARD* 
Asst. Display Director 
Stix, Baer & Fuller 
St. Louis 


wait tor a cancellation, order it over again 
and then wonder if it will arrive in time 
These are conditions that will be overcome 
after the war when we will again get back 
into our stride. At the moment we are try 
ing to decide what the floor covering and 
draperies will be. Our window schedule ts 
up to the 24th or 25th of January. The drapes 
have to be made. The color scheme must be 
turned over to the coordinator. 

These platform displays you see on eithe 
side of me are the products of necessity t 
enable people to visualize settings in thet 
home. Invariably a shopper will walk into 
a department where these various things are 
to be shown and find them displayed on 
tables 10 or 15 at a time 
has to use her imagination to see what they 
will look lke in her home. We give this 


some thought and try to realize how they 


Believe me, she 


can be used. On my right you will find 


[Continued on page 60] 









HE months of March and 
the beginning of the 


\pril mark 
emergence from 

the doldrums of January and February, 
with shoppers looking forward to the new 
suitable merchan 
dise. While January contributes only 6 pet 


season and in search of 
cent of the vear's total business in the aver 
both 
responsible for 8 per 
Octobe 
November (11 per cent), and 


age store, and 
March and 


cent 


February 7 per cent, 
\pril are 
an amount exceeded only by 
(9 per cent), 
December (14 per cent). 

Kaster falls on April 1 this vear, a com 
date will 
creased emphasis on earlier merchandising 


paratively early which mean in 

Several special events having display sig- 
nificance, not counting the major promotion 
for Easter, occur during these two months. 
In March, for example, comes the Red Cross 


War Fund drive which all stores will want 


to support with displays. On the Ith the 
Girl Scout Anniversary week begins, espe 
cially interesting to stores handling Girl 
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And Then Comes .. . 


Scout equipment. St. Patrick's day follows 

In April, special displays will be wanted 
for Army day, which falls on the 6th, and 
some stores will want to make a tie-in with 
American day on the 14th. On the 17th 
occurs the anniversary of General Doolittle’s 
1942—a fitting 
day to signal out with appropriate displays 


Pan 


bombing raid on Tokyo in 
now that our bombers are over Japan almost 
daily. National Baby begins on the 


2th and continues through May 5 


week 
always 
a good promotion. For stores carrying 
sporting goods, displays should be planned 
to tie-in with National Baseball week (April 
1-8) and National Fishermen’s week (April 
28-May 5). 

And as a continuing campaign throughout 
both these months there is the ever-present 
need tor War Bond displays, and similar 
ones for other government programs needing 
interpretation or dramatization to the public. 

The photographs show spring displays by 


six different displaymen. At the upper left 
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related 


was one of a 
Eugene Supple, The D. M. 
Read Company, Bridgeport, Conn. 


window which 


done by 


is a 

series 
Against 
Supple 
sloping 


a background of four columns, 


millinery displayers on 
with 
ferns. 


ranged 
mounds covered 
sprinkled with 
pended at an angle, held natural bouquets 
of jonquils. <A 
the central background beside a similar vase. 

The second display is by Joe Vent, The 
Rike-Kumler Dayton, with the 
footwear being suspended by lengths of rib 
diamond-patterned trellis ot 
wood finished in a pastel tint. The back- 
flexible material with an 
opening left to show a recess at the right 


matting and 


grass 


Large vases, sus- 


single mannequin stood in 


Company, 
bon from a 
ground is of a 


rear where a mannequin 1s standing. Sprays 
of spring foliage were suspended from the 
ceiling at the left and right, and the trellis 
intersections were ornamented by large dog- 
blossoms and 
“Flirt 


wood leaves. The showcard 


copy read: with your feet .. . in 








we 
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frivolous, flattering shoes by Palter de Liso 
and Pandora.” One small group of acces 


sories was shown. 

I'mry’s, in Spokane, is a quality 
store located in the center of the business 
to the profes 
sional group and carrying only top lines of 


men's 


listrict, catering especially 


chandise. Grant W. Gibson created the 
lisplay seen at the lower left, featuring 
\rrow shirts and the earliest of early-bird 
straw hats. The principal ornamentation 


sisted of a wooden frame against the 
natural 


supporting a cluster of 


ground, made of birch poles 
giant dogwood. 
e fourth display was used by J. N. 
n & Co., Buffalo, and was the work ot 
awrence Vollmer. Featuring millinery 
*» Howard Hodge, the oversize lakel 
given special prominence in the leit 
round, apparently being held by a large 


to the display unit itself. This unit 


overed with a marble-effect paper and 
rted a section of ornamental wrought- 


... SPRING 


iron work; this in turn held millinery and 
two personalized heads Potted ferns and 
flowers were at the right and also on the 
display unit. The showeard read: “G. How 
ard Hodge does ‘Lucky Turquoise, a breath 
taking color for every woman to wear.” 

\t the upper leit on this page is anothet 
display by Grant Gibson for Emry’s, Spo 
kane—a companion window to that shown 
on the opposite page. Dogwood decorated 


the bamboo-framed panel on the back 


ground, the central portion of the panel 


being formed by interlaced strips of light 
and dark bamboo. A streamer ribbon crossed 
the panel with this message: “There is no 
substitute for quality.” 

\t the uppet 


by Guy Gunkle, Stewart Dry 


right 1s a striking window 
(goods ( om 
Ill... who says this of the 


pany, Decatur, 


store's display policy: “We mix our style in 
an effort to keep our windows from becom- 
ing too typed. We go trom the dramatized 


display to the ultra-refined, according to the 





—On the opposite page, at the upper left, is 
a display by Eugene Supple, D. M. Read Com- 
pany, Bridgeport, Conn. Upper right, by 
Joe Vent, Rike-Kumler Company, Dayton. . 

Lower left, by Grant W. Gibson, Emry's, Spo- 
kane. ... Lower right, by E. Lawrence Vollmer, 


for J. N. Adam & Co., Buffalo— 


—At the upper left on this page, a display by 
Grant Gibson, Emry's, Spokane. Upper 
right, an interesting and stylized street-scene 
by Guy Gunkle, Stewart Dry Goods Company, 
Decatur, Ill. 


windows reflecting the Chinese influence; by 


Lower left and right, two 


Del Le Sage, Harvey's, Nashville— 


merchandise. This, we believe, gives us a 


more diversified display presentation, — re 
lieves monotony, and appeals to a greatet 
range of customers.” The display pictured 
features a lavender colored dog, a rose fire 


The side 


walk is built up naturally and even carries 


plug, and buildings in chartreuse 


a stencilled message to support the current 
War Bond drive. 

Two displays reflecting the Chinese influ 
ence are seen at the lower left and right 
They were done by Del Le Sage, Harvey’s, 
Nashville. In the first one the Chinese motif 
is highlighted by a large plaster war-dog 
in the foreground, a large Chinese screen 
against the left wall, and the suspended 
lanterns. The way the window ts “masked” 
toward the tront likewise suggests the lines 
of Chinese architecture. In the fabric win 
dow, the circle in the background is rem1 
niscent of an Oriental “moon window.” <A 
large spray of dogwood at the upper center 
and a Chinese parasol complete the display 
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By VIRGINIA ROEHL 


Virginia Roehl Studio, New York 


York Display 


City 











“The American Look . its wearing 
hats that attract, not startle. It’s wearing 
hats that make you young, not staid or self- 
conscious. The American Look .. . it’s our 
disarming hair line hats’—so read the fash 
ion message in the corner window of Lord 
& Taylor's which was included in the full 
stretch of displays given over to this promo- 
tion of “The American Look” in ready-to- 
wear For this window Henry Callahan 
used the patented mirror device which makes 
the background multiply the reflections of 
the flower-trimmed hats and chaplets which 
are spaced in mounds of pink tissue paper. 
White tissue paper doves wing overhead in 
company with hats caught in pink nets. The 
branches of flowering quince, which = are 
planted before the green frame, are sur- 
rounded with green leaves, moss and large 
white pebbles. (First illustration.) 

The measureless depth of a seascape 
formed the background for sun fashions at 
Bloomingdale’s when: “If Sun’s your Fun 
Dare to Bare’ was the headline used by 
Display Director Joseph Dultz. (Second 
photograph.) The lush green tropical plants 
painted on the backwall showed clusters of 
millinery flowers applied as if blossoms of 
the plants. Bright red buds painted on the 
wall around the flower clusters heightened 
the effect of the plants. The trunks of the 
inclined palm trees were painted in vivid 
contrasting shades with the leaves, the latter 
being sculptured of paper in such colors as 
magenta and turquoise. The floor of the 
window was filled with beach sand and star 
fish, capering monkeys and fish nets to con- 
tribute atmosphere to the clear tropical 
scene. 

“South Wind—calling you to sunny places 
in clothes like this” described the navy and 





white check dress with fuschia touches in a 
window of De Pinna’s. Display Director 
Franz Gobbi carried out the fuschia shade 
in the color finish of the tree, using cloth 
leaves in aqua. The white plaster dove is 
poised on a fuschia-toned bird cage which 
is turther decorated with white ball fringe. 
Yellow wood chips covering the floor of the 
window gave added color while the backwall 
was painted in green with dry-brush white 
clouds. (Third illustration.) 

The exotic atmosphere of a tropical night 
was depicted by Display Director Sidney 
Ring in a stretch of six windows at Saks- 
Fifth Avenue. A trellis-type panel, filled in 
with Spanish moss and luxuriant white trop- 





ical blooms, made the background for a 
mannequin who was posed on a dais covered 
in midnight blue, the backwall also being in 
dark blue. Palm fronds which were painted 
white decorated the floor of the window. A 
white rattan lattice in an unsymmetrical de- 
sign carried inside the window glass frames 
the setting. (Final illustration on page 12.) 

“The Market Place — pulse of Peruvian 
life, inspiration for our Serrano fashions” 
was the descriptive message of the corner 
window of Franklin Simon's, where Display 
Director Winston Jones created a faithful 
reproduction of a Peruvian market scene. 
This display served as the key window for 
three additional displays. (First photograph 
on page 13.) The authentic costumes and 
all accessory pieces were brought direct 
from Peru by the style representative who 
designed the coats and beach wear inspired 
by the charming native clothes with their 
brilliant coloring. The 10 papier mache fig- 
ures, active participants in the market, were 
sculptured so as to interpret the personality 
and natural pose of individuals. 

The large photomural inset in the diagonal 
backwall gave a vista of Peruvian ruins and 
rock formation—the sepia tone of this en- 
largement being continued in the color tone 
of the composition panels which completed 
the backwall. A little donkey which appears 
in the background was laden with a huge 
basket filled with gay bits and pieces to be 


—At the left, a display by Henry Callahan, 

Lord & Taylor... . Lower left, by Joseph Dultz, 

Bloomingdale's. . Lower center by Franz 

Gobbi, De Pinna. . . . Below, by Sidney Ring, 

Saks-Fifth Avenue. .. . (All photographs cre 

by courtesy of Virginia Roehl Studio, New 
York City)— 








and the little 
The floor 
dirt and 
lettered 
resembling 


added to the market 
doll rack to the left was typical. 
ot the filled in 
peat card 


wares, 






window with 
and the 
mache 
detail contributed to the 


this display. 


Was 





Moss COpy Was 


on papier slabs rock 


Every vitality of 


“Delman treasures on the bright side” was 
the phrase used by Jean Moore, display di 
rector, in one of a series of three similarly 
handled windows at Delman’s. The slanting 
plane on which the shoes were spaced was 
covered in lavender foil paper. The dryad 
like figure which looked over the scene was 
sculptured = of 


branches hung with crystal pendants serving 


silver papier mache tree 


is arms. Lilac fabric formed a background 
lor the setting, and a number of the brown, 
reen, red or beige lizard shoes were tempt 
ngly suspended from the top of the window. 
lhe glowing colors of Macy's “Sun Shop,” 
ich was described as the “brightest spot 

side of the 
produced by Display Director Irving Eld 


Mason-Dixon Line,” were 


lege in a series of three windows, one of 
this 


made the 


ich is seen at the right on 
e. A simulated 


kground for three figures in varied styles 


upper 
wood arbor 
sun fashions—slacks, pinafore and bath 
suit. Vines made of 
eavy lace-like mesh fabric in blue, green 
chartreuse were entwined through the 
rr. Vivid pink “plant boxes” in the 
ground supported poles in the same 


] 


with large leaves 


e of pink and had a luxuriant growth 


lesh foliage. Gem-like pink stones con- 











—At the upper left, by Winston Jones, Frank- 

lin Simon. . . . Upper right, by Irving Eldredge, 

R. H. Macy & Co. Lower left, by Jean 

Moore, Delman's. . Lower right, by Sidney 
Ring, Saks-Fifth Avenue— 


trasted with the dull green floor and. the 
pale vellow wall. 
“Sun Magic” was the title headline for 


Southern wear apparel at Saks, using six 


windows of the type seen in the last pic 


ture. Fencing of bamboo poles, painted 


white, converged to an off-center point wher¢ 
the mannequin was posed, thereby focusing 
attention on her chartreuse frock worn with 


The 


jointed with rafha which was also painted 


white accessories. bamboo poles were 


Bag, scarf and gloves in each dis 


white 


play were casually grouped on the bamboo 
fence. The beige tone backwalls were painted 
brown to suggest bamboo blinds 
Henry Callahan, at Lord & 


probably one of the first display directors to 


Taylor's, was 


see the limitless possibilities of humanized, 
personalized papier mache figures in display 
He has used them consistently, and many of 
DISPLAY 


The cover illustration this month 


them have been 
WORLD. 
is probably typical of the way Callahan uses 
The 


and how can it be 


published in 


such settings. featured merchandise its 


men’s wear shown bette 
than in a display where the apparel is shown 
naturally, casually and in surroundings that 
are a story in themselves ? 

have the locker room at an ice 


rink, 


| lere we 
skating 


with two gentlemen getting a 








huge kick out of the plight of another indi 
vidual who has disregarded the sign on the 
door: “Do not enter with skates on!” The 


sprawled figure, the amused expressions on 


the faces of the wiser two, the fitting down 
fall of the 


barges ahead without paying heed 


individual we all know who 


to plain 


warnings—all add up to a window display of 


a type shoppe rs love The surtace ot spe 


cialized papier mache display has only been 


scratched, but it is a safe prediction that 


its general use is only a matter of time 


Large decorative moths were attracted to 


a shining yellow bead-embroidered 


Lown 


worn by the mannequin in a Bergdort Good 


man window. (Not illustrated.) The moths 


were designed of vellow satin combined with 
a square-mesh net in yellow and pale green 
Narrow bands of the satin fabric, in pastel 


tones of vellow, green and violet were cat 
a column background for the figure 


Other moths 


ried as 


were seen fluttering around a 


accessory case placed in the fore 


floor of the 


glass 
ground of the gold-finished 
window. 

On a sun tan card in a display not shown 
Lord & Taylor predicted “White is the 
great beauty this year, elegant, sophisticated, 
born to South.” A 
room was assembled where Display Director 


here, 


shine in the charming 
Henry Callahan used a carved wood folding 
screen inset with Delft tiles and plates; ad 
ditional plates in varying sizes were grouped 
on the light green-spattered backwall, thus 
added 


white suit worn by the mannequin. 


giving color background for the 





By JACK POLLARI 
Madigan Brothers, Chicago 

















One of the interesting windows current! 
on view here is seen in the first illustra 
tion. It is a display of footwear by Gordo: 
Kearns, who is in charge of display for th 
five Joseph Shoe Stores—this one being us¢ 
in the Michigan avenue unit. The trees at 
of wood and wire construction, wrapped 
down in cloth and flocked in white. Hangin 
ing from the branches are white ermine tail 
with black tips. The trees are set in 
wooden plateau base done in white. 

The influence of the eccentric surrealis 
artist, Salvador Dali, is evident in an ut 
terly original beauty treatment window b 
H. W. Bowen, at The Hub. (Second photo 
graph.) The background was done in ligh 
blue, with third dimensional white lines run 
ning to the base of the tree-trunk figur« 
The small painted figure silhouettes are dar! 
green, as is the city skyline in the distanc: 
The tree-trunk figure, partly a mannequin 
and partly a tree, has genuine hair whic! 
waves naturally in the breeze from a fan 
The tree trunk is tinted in several shades oi 
rose and light green, as is the tree stump 
The natural branches are decorated with 
chartreuse paper bows. The birch scroll 
card, draped in purple velvet, reads, “Look 
Young and Beautiful—Frances Denny Oils 
of the Wilderness—a new size, a new price, 
$5.00" The scalloped edge at the right, con 
cealing the fan and indirect lighting, was of 
two folds of paneling painted in Teal blue. 

John Moss, in his State and Washington 
street corner window at Marshall Field & 
Co., installed a human interest display of 
blankets and bedding which aroused much 
amused understanding among the passing 
parade. A pillow fight among four children 
mannequins set this window apart from the 
usual and cleverly attracted interest in the 
merchandise shown. A great deal of atten 
tion was given to details such as scattered 
bits of clothing tossed around on chairs and 
the floor as if they had just been taken off 
and dropped by the children before retiring 
As a secondary promotion, a view through 
the doorway shows one corner of a bathroom 
in which a small child is being dried with 
a towel by the mother. This brings. the 
towel section into the window a section 
which is customarily promoted during thi 
month of January at the same time as bed 
ding and other linens. The copy on a fore 
ground card reads, “Warming Up—and out 
Woolen Blankets will keep ‘em that way 

\nother outstanding window by Moss at 


—The first display is by Gordon Kearns, dis- 
play director of the five Joseph shoe stores. 
... Center, the surrealist display is by H. W. 
Bowen, The Hub. ... At the left, a human 
interest display for bedding and towels; it is 
by John Moss, Marshall Field & Co. ... (All 
photographs are by courtesy of F. A. Kuehn & 
Co., Chicago, except the Field's illustration on 
this page and another from the same store on 
the opposite page; these are by Hedrich-Bless- 

ing Studio) — 




















































window on 
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1945 


ield’s was his corner window at Randolph 


nd State, promoting beach dresses and 
athing suits. The caption was pure 
himsy; it read, “July in January? Well, 
e can dream, can't we?” The scene de 
cted is a bath house, and in order to add 
iriety to the customary treatment of a 


runs 4 


along one window 


the setting 


et back from the glass, 


ep corner window, 


Randolph st-eet, and then jogs around 
e angle to another corner window on the 
une side over to State street (The photo 
aph is shown at the upper right on this 


ige.) Back out of sight in this display is a 
ticket bathing 


ight be rented and towels obtained as cus 


pical window where suits 
mary in bath house set-ups such as these 
the 


nterest phase of the picture has been empha 


Ms is another instance where human 
ized to create a general atmosphere for the 
nerchandise without any particular empha- 
s on one part of the country. 

\ real traffic-stopper was The Fair's baby 
State out the 


heme, “There’ve been some changes made,” 


street. To carry 


is fine display contrasts the 1890 era when 


aby was bathed in the kitchen with the 
resent-day modern pink-and-white nursery, 
howing a_ selection of everything baby 
ieeds. Great pains were taken to get real- 


istic details in the old-fashioned scene, such 


as the old coal and wood stove, an iron tea 





kettle beside the tub on the floor, and the 
crocheted blanket in which the baby is 
wrapped. In contrast, the other section of 
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this window struck home the tact ot how 
much better a baby lives today in its net 
draped carrying basket, the shining ward 


and the furnishings ot 


The display, undet 


bathinette, 
nursery. 


robe and 


a modern the 


direction of Sam Blum, who is in charge of 
display, was installed by Reed Schlademan 

\nother timely showing by Blum at The 
Fair was his new “Pink Series” on State 
street. A huge “patch tree” decorated by 
hand with blossoms formed the setting 
against a black background; a soft, filmy 
netting was used over this wallboard cut- 
out tree to soften it and also “texturize”’ it. 
(The display appears on this page.) Pink 
hats on black, modernly abstract, expres 
sionless heads, were grouped as units on 


each side of a pink clad mannequin for the 
The read “You're 

in a hat that takes its 
winsome and sentimental 
asa paper \nd 
very important thing that Blum did here is 
That is, to add the 
round fashion 


millinery showing. card 
so pretty in pink 

cue from Cupid... 
lace Valentine.’ another 
too often passed up. 


proper cosmetics to out a 


promotion. This group was placed near the 


—At the upper left is a display for baby ap- 
parel, contrasting the 1890 era with that of 
today; it is by Reed Schlademan, assistant 
display director for The Fair Store. . . . Lower 
left, by Ray Bianchi, Goldblatt's State street 
store. ... Upper right, the beach scene is by 
John Moss, Marshall Field & Co. 


Lower 







tollowing 


the 


“Play up to 


main card with copy on a 


Pink, in 


powde 


small scroll 


perfume and lipstick youl 


Pink, Pinker, Pinkest charm tints, keved to 
Pink Costume.” 


yvour newest 


Ray Bianchi, at Goldblatt’s State street 


store, cleverly captioned his six children’s 
winter apparel sets with: “Big Spry, Small 
Fry are one alike when Fashion’s Fantasy 
reigns.” The winter scene depicted children 


out in the snow and the display was adorned 
with plaster deer, stylized in a modern effect 


The backgrounds were an icy blue, the fences 
white, the bushes scintillating with snow 
crystals. Snow, in a rising bank to the 
center of the window, covered the floor 
Bianchi, in five coat clearance windows, 
avoided the clearance angle by using this 
phrase: “For Walking in the Winter Won 


derland.” The price tickets showing the for 
mer price marked out the 
prominently indicated were the only evidence 


and sale price 


that these winter coats had been marked 
down The settings used a large &-foot 
baroque tree trunk with white’ preserved 


branches, clustered through larg« 
the 
is not shown.) 


openings ; 


floors were snow-covered. (This display 
I 


Bruce Elliott, at Chas. A. Stevens & Co., 
used his entire island window tor sports 
wear, featuring “Serrano Fashions” of which 
one section used quaint colortul figures and 
donkeys of papier mache set on risers and 
labeling the merchandise as. strictly South 


\merican 
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Arrangement: This window is a promotion for spring 
millinery and does it informally by means of an 
afternoon tea setting. 


Properties: The rod and curtain arrangement repre- 
sents a tea-room window behind which three man- 


nequins are seated displaying spring millinery. 


Potted jonquils or narcissus lend a note of spring 
to the setting. 


f.ouis Gehring 


Display Designer and Consultant 
New York 


Arrangement: Here we have a promotion on misses’ 
dressy spring suits. The arrangement of the window con- 
sists of two definite units composed of the mannequins 
and the prop. The composition is formal and well bal- 
anced. 


Properties: The flower unit consists of hydrangea plants 
in simple white pots on a green painted plant stand high 
enough to give balance to the rest of the composition. 
To the left are placed green painted chairs to match the 
plant stand. This setting makes a very pleasing backdrop 
to the two navy suits. Copy card is placed in foreground. 


Arrangement: This colorful display is designed to 
promote white blouses. It consists of four manne- 
quins arranged in interesting poses behind a scal- 
loped fence. 


Properties: The properties consist of the scalloped 
fence made of wallboard, painted pink, against a 
setting of four mannequins in white blauses. A light 
blue background is used. White potted tulips are 
displayed at either side and the copy card is 
placed among them. 
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COMING UP 


Arrangement: The arrangement for this display con- 
sists of a grouping of three small girls. The two fig- 
ures to the left are closely grouped and stand on a 
platform. The figure to the right, where the copy 
card is displayed, has one foot resting on platform. 
More figures could be used in the groupings. 


Properties: A platform, painted lavender, runs the 
entire length of the window. Yellow posts support 
a white rope chain and are set against a light 
green background. White pigeons lend an interest- 
ing note to this spring display of dressy coats. 





Arrangement: The arrangement for the boys’ di: 
play consists of an informal grouping of five figures 
around a street cart. 


Properties: A light green platform runs the entire 
length of the window. The cart is white with a 
striped awning; the cart lends itself to ornamenta 
tion if desired, of course. The background is terra 
cotta in color. Notice the size and position of copy 
card. Asmaller card gives the location of the mer 
chandise on sale. 











Arrangement: The arrangement in this display con- 
sists of two units. It is a promotion for men’s shoes 
but also affords an opportunity to display a manne- 
quin in complete attire. 


Properties: A 4-by-8-foot panel with |-by-2-inch 
strip supports is painted to represent a closet door 
which supports a rack. This arrangement presents 
an opportunity to display a variety of shoes. A 
natural atmosphere is created by showing the man- 
nequin seated on the arm of the chair. Other props 
appropriate to the setting could be used. 








By HERB CROSS 
"Dick" Whittington Studio, Los Angeles 
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For month after long month, back during Barker Brothers. The merchandise consisted during the brownout. The background was 
the earlier period of the war when it seemed of antique pottery and china and each piece finished in white, with the foreground being 
probable that the West coast might be was given distinction and “aloneness” by in green; three spotlights furnished the illu- 
bombed, California displaymen had to put having its own individual stand. Note how’ mination. The showcard read: “Old and 
up with the handicap of the blackout. At the window has been “framed” so that the precious —lovely old pieces that will give 
the same time, most of the other displaymen display can be brought well forward for distinctive interest to your room.” A com- 

throughout the interior were reveling in the close inspection—not a bad idea to remember  panion window featured Early American 


glow of the customary illumination and 
wondering how their confreres in the coastal 
cities could possibly make out with only 1 
footcandle of light permitted beyond the 
windows. 

With the brownout in full effect, that low- 
level illumination would look pretty nice to 
a lot of displaymen just now—and California 
is one of the few areas exempted by the 
War Production Board from the brownout 
law. (The exceptions are San Diego and 
Catalina island, where electricity is pro- 
duced by using coal as fuel.) And so now 
it is our displaymen’s turn to sympathize 
with their fellows everywhere; they can ap 
preciate what you are up against. 

Unfortunately there are few tips we can 
pass on to you which would be of help; 
even during the dimout here, displaymen 
were permitted to use some light at least, 
while under the terms of the brownout none 
at all is permitted. Most of you know the 
basic tricks which California displaymen 
used—bringing the merchandise closer to 
the shopper by shallower windows, the use 
of light backgrounds, walls and floor cover 
ings, and so on 

However, getting back to current Los An 
geles display, the first illustration shows an 
interesting window by J. Roy Stewart, of 





furniture and accessories, the card reading 
“Treasures today —old pieces from Early 
American days become high-spots in today’s 
decorations.” 

On the same page is pictured a display 
by O. W. Grant, of The May Company, in 
which play-togs were shown. Showcard 
copy read: “You're bare-ing up beautifully.” 
The whole scene appeared against a seam- 
less paper background in a light pink, with 
the floor being covered in gravel dyed a 
slightly darker hue. Desert vegetation sug- 
gested Palm. Springs or a similar resort, 
and this central decoration was flanked by 
a paper cabana at each side. Illumination 
was entirely by spotlights. Grant used a 
series of play-tog windows, all having the 
same caption and general treatment. 

Stuart Raymond, of The Broadway 


—Immediately above is an interesting setting 
for antique pottery and china pieces, as dis- 
played by J. Roy Stewart, Barker Brothers. 
. . . At left, play-togs presented by O. W. 
Grant, The May Company. ... (All photo- 
graphs are by courtesy of 'Dick'’ Whittington, 








Los Angeles) — ie 
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CORRUGATED DISPLAY MATERIAL 


IN A RANGE OF 


YEW VIBRAVE COLORS 
OUR POSTAVAR PLANNING 


AND SHOULD BE IN 


YOUR PLANAING 


WRITE NOW FOR COMPLETE DETAILS 










1% AJAX BOX COMPANY 


anupacturers of CORRUGATED PAPER PRODUCTS 
2210 SO. UNION AVE. — CHICAGO 16, ILL. 

















20 





showed spring millinery in a display which 
is pictured in the first illustration on this 
page \gainst a background done in a light 
cream shade, the spotlighted merchandise 
was presented in three groups; the central 
portion used a_=short plaster tree trunk, 
painted white, as a displayer. Suspended 
from the background ceiling was a star with 
the words “Studio Styles.” The showcard 
copy said: “Spring songs—inspiring spring 
styles.” This window was one of a battery, 
each displaying spring merchandise. 


The background treatment is particularly 
attractive in the second display shown on 
this page. The window is by Harvey Pettit, 
of J. W. Robinson Company, and the fea- 
tured merchandise is of course ladies’ ready- 
to-weal \ wooden framework with some 
thing of a trellis effect was used before the 
cream-colored background; the trellis was 
finished in a pastel tint and given additional 
attraction by having each — intersection 
capped by a small wooden cone done in a 
darker shade. Showcard copy read: “Checks 
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—At left is a setting for spring millinery, b 3 
Stuart Raymond, The Broadway. .. . Cente 
by Harvey Pettit, J. W. Robinson Compan 
. .. The final display is by Mary Kerwin an 
Robert Gibson, for J. J. Haggerty Company- 
one of a series of displays using a col: 
scheme of pink and white— 








; 
—for that new uncluttered look.” Sy st 
lights provided the illumination. An > 1 
filled with natural foliage stood at each s: | 
In the last illustration is seen a wind w 
by Mary Kerwin and Robert Gibson, as u 
by J. J. Haggerty Company. The showe 
copy sets the theme nicely: “Heart-turn og 
pink lady hats,” and to carry out the sig- , 
gested color scheme, the background is 
done in a light shade of pink; display prup- 
erties were in white. Roses and dainty 
parasols in the two shades were spot ed | 
about the window. On the floor, which was | 
? 
* 


covered with chips in a deep shade of pink, § 
lay two cherubs. Lighting was by spotlights 
All of Haggerty’s windows carried this sam 
color scheme of pink and white. 

Not shown here, but certainly worthy 
comment, was the theme for a considerab! 
number of windows used by The May Con 
pany for “Blutopia” merchandise. The dis 
plays made a direct tie-in with the awar 
made by Esquire magazine to Duke Fling 
ton tor the excellence of his blues music, as 
explained by the showeard copy: “A nostal 
gic return to America’s own loved, beaut! 
ful, pulsating blues.” The display manne 
quins were clad in blue outfits from head t 
foot, and appeared before backgrounds whi 
were in complete sympathy with the blues 
music theme—three dimensional treatm: 
showing a number of musical instrum 
and of course the Duke himself. 

Bullock's “Collegienne” shop came in 
special attention in a number of displ 
not illustrated. The settings played up 
fact that the shop is now 20 vears old, an 
occupies an important place in the functions 
of the well-known store. 
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THE HOUSE THAT © 
PASTE AND PAPER 
BUILT! 


ROOSTER ” (indies 7 
... papier mache with paper = NEW YORK 10, N. ¥ 


sculpture, half round, brilliant col- 
ors, 20" high. $9.75 each. 


BABY CHICKS 

... half round, 6" high, papier 

mache flocked. $3.00 each. LIVELY PAPER SCULPTURE, CUSTOM MADE DISPLAY 
FURNITURE, DONE IN RICH COLORS AND PERT DE- 

en we SIGNS. SEE US FOR FUNCTIONAL DISPLAYS AND 


a a ae SPECIAL PROMOTIONS. 


brilliant colors. $7.75 each. 









DISPLAY 


... on and off the record 











i 1944. Place: 
—Time: Vacation days of 
ae of the Woods, near erry 
Wis. Cast, left to right: Ray Bianchi, 
is. ‘ 


Goldblatt’s, Chicago; George Silvestri, 


Silvestri Art aap organ ye we 
i i ar A 
i - Mrs. Bianchi, an 

camer of the company of the vena 
name Danville, ll. What the group 


ttempting to portray is anyone $ guess— 
a > 





his bucolic looking 


' ‘ t+ 
ar og Ne boy boots and the 


an in the cow 
mectge oll is none other — ert 
bridge H. Starley, ana Ae ~P 
Darling Company, Bronson, ich. “re 
he waits for the mailman to es = 
f “The Cedars,” on Coldwater lake. 
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—Back in the halcyon days before the war, Luke 

Maletich revisited his old home and vineyard in 

Yugoslavia, where this photograph was taken. Get- 

ting his first training in display in Vienna, Maletich 

came to this country 15 years “ago and shortly 

thereafter joined Gimbel Brothers, New York City; 
he was made display manager in 194/— 








Snapshots for this page are always 
welcome. Simply address them to 


DISPLAY WORLD, Cincinnati |. 











—This is John C. Nichols and Mrs. Nich- 
ols, display director and interior display 
manager, respectively, for Ernst Kern & 
Co., Detroit. The occasion was a Christ- 
mas party for their staff, with Jack and 
Arlene as host and hostess. Twenty-four 
members of Kern's display department 
attended— 
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DISPLAY WORLD 


VISIBILITY 


By EDWARD W. HODGETTS 
Assistant Supervisor, Lighting Division, 
Cincinnati Gas & Electric Company 


There are ideas here which can be applied to make 
your displays more visible in spite of the brownout. 


(This condensation of an address before 
the recent conference of the National Retail 
Dry Goods Association refers to “pre 
brownout” conditions, but the elements of 
seeing mentioned here suggest many ways 
of improving brownout displays.—Ed.) 

Within the past year the term “Visual 
Merchandising” has been presented and ac- 
cepted by many retailers as a method of sell 
ing through the eye. The prewar store 
executive knew that visibility was akin to 
salability, and accordingly every effort was 
made to EXPOS the goods to the customer 
Printed advertising, window and interior 
displays were and are employed so that the 
customer may “see” the merchandise on sale 
\nything which makes seeing easier and 
surer means more sales 

Research by our military forces has led 
to a science of concealment, or camouflage, 
to make things dithcult to see The store 
of tomorrow may well use such_ scientific 
principles in reverse to make merchandise 
easy to see. Principles of visibility can be 
employed to make newspaper advertising, 
show cards, interior and window displays, 
and even television more effective by making 
it easicr to see 

Che more important principles that aid 
vision are shown in the “Vis-Eye-Bility” 
chart, shown in DISPLAY WORLD years 
ago, and still applicable. By e¢valuating the 
factors listed, one may estimate how well 
merchandise or copy may be seen 

TIME—When Mrs. Jones goes on a shop 
ping spree it is a sight-seeing excursion. 
\s is customary on such expeditions, she 
tries to see as much as possible in a very 
short time. Consequently in hurrying about 
she actually sees but little, although she 
looks at much. The faster she goes the 
less she sees. It takes time to see, and this 
is the first factor of visibility. In extensive 
investigations the shortest time to obtain a 
visual impression was found to be from .07 


to .3 second, requiring less time to see a 
well-lighted object. During that interval ot 
time the merchandise must compel attention, 
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form a mental impression and force a deci- 
sion. Perhaps Mrs. Jones does not buy then, 
but later when a need is realized the sub- 
conscious mind in nine out of ten cases 
will bring forth that visual impression. 
CLARITY—Because we are displaying to 
a moving public, clarity is a fundamental 
factor of visibility. Distractions of all types 
compete with the picture we wish to create. 
Mental confusion results if we try to sell 
more than one idea at a time. Higher in- 
tensities of illumination will not add to the 
appearance of a hodge-podge display but it 
will aid the eye to see what is in it. 
SIZE—This is the simplest fundamental 
of seeing. Headlines in the newspaper, out- 
door advertising, and mass displays are ex- 
amples to convince us that the larger an 
object the easier it can be seen. Higher 
levels of illumination enable the displayman 
to overcome the lack of size, and conversely 
the use of larger merchandise helps to over- 
come lower illumination levels. Light can 
act as a magnifier and make fine detail dis- 
cernible, within certain limits. 
COLOR—Color is a factor of seeing. It 
may be used as part of the general decora- 


[Continued on page 65] 
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TO DISPLAY AND CONDITIONS 
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\.. displayed ‘the mature 
the lines of my figure: \ look very beaut! 
ful in any TY ° hing—pathing suits 
+4, afternoon 5, even 

When | 2™ 


slacks. playsuits: 
ing Gowns: coats and suits, TOD: 
ur show-winge dressed: 

well my 


laced 

everyone ° S 

clothes f+, how handsom 

“| have sisters: gorge 
ly Teen ges, 0" four marrie 

‘ne, large families. Girls siX 

and Boys of six 


months 
months t° 18 years: 
5 3 visit, stop in our show- 
‘ly. My address iS: 


\' please PAY © 
d meet the Family: 


Mileo Studios 


WEST 36th STREET N 

¥Y 
, , =f yom don’t have time to pisit 
us, write and tell me 5° pil send you our 


photo gra phs- 
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Display man sees crying need for more 
drama at point-of-purchase. Gets an 


IDEA... ... 


Store Exec thinks nothing of $1,500 on 


one shot in paper or radio. Been 


doin’ it for years... 


Asks for $1,500 more for Display. Boss 
says ''NO."" Thinks it an Expense Item. 
But, read on... 
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Boss very unhappy with Sales. De- Display man gets some eye-level 
cides to try more Display and encour- selling Displays. Lets them go to 
work 


age IMPULSE Buying... 


Invest one-third of your promotional dollar in display ... Get set now for te 


display will prove the important force necessary to get your share of the consumer dollar. 


N. A. D. I. help you to do an ever-increasingly better display job. 


Members of the National Association of Display 


B. A. Jacobs Co. 

A. Lutz 

Maharam Fabric Corp. 
Mechanical Man, Inc. 


L. A. Darling Co 
Dazian’s, Inc. 
Decorative Plant Co. 
Display Equipment Corp. 
Display Products Co. 
Display Sign Center, Inc 
Durable Displays, Inc. 
Facil Fabrics Co. 
Gardner Displays Co. 
Garrison-Wagner Co. 
Earl W. Gasthoff Co. 


General Display Corp 


Adler-Jones Company 

Advertisers Display & 
Exhibits, Inc. 

\laddin Fabrics 

\llied Display Materials, Inc. 

American Fixt. & Mfg. Co. 

Arrow Dec. & Fixt. Co. 

\usten Displays 

C. Barrango Co 

Bliss Display Corp. 

Eve Brueser Studios, Inc 

Bulkley, Dunton & Co. 


Mileo Mannequins 
Old King Cole, Inc. 
Reflector- Hardware Co 
rhe Reyburn Mfg. Co., I 
Rip Studio 

Royal Paper Corp. 
Schack’s, Inc. 


The Carrata Co. Grant & Silvers, Inc. Scheuer Mfg. Co. 

L. J. Charrot Co., Inc. The Greneker Corp. Sherman Paper Products 

Coy, Disbrow & Co. Victor Haida Displays, Inc. Corp. 

Crystal Fixture Co. Al Halverson, Inc. Shoe Form Co., Inc. 
PROGRESSIVE 


NATIONAL ASSOCIATION 





MERCHANDISE 
PRESENTATION 


Messmore & Damon, Inc. 


of DISPLAY INDUSTRIES 


Not for days, not for months, BUT for 
years, DISPLAYS do a job of moving 


merchandise. 


uugh postwar competition in which 
Let the members of 


Industries 


Nat Siegel Fixture Co. 
Silvestri Art Mfg. Co. 
Standard Fixture Co., Inc. 
Staples-Smith Co. 
Starkman Display Center 
W. L. Stensgaard & 
Associates 
Timbertone Decorative 
Timely Service 
Co., Inc. 
Jas. B. Williams, Inc. 
Sue Williams Studios 
W. M. Zeppen-Field Studios 
Display World, Associate 
Member 


rp. 
nc. 


j 
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COLOR UVWihiales 
Ju The SPRING 











‘ se 
al * 2 v 
Feather * * Spatter 
& 
i Decotone e ~ Decotone 
+ 
a o oO U R m FLAGSTONE & GRASS—No. 518— 
oon ane Go ao ee —- ¥ INTERNATIONAL 7 4 amy eae pee Porson for the 1945 
Ne. 60l—Light Green over White e° REPUTATION FOREX- ©) ge aa 
gg Mg over White 5.25 e QUISITE COLORING HAS e . : 24" triple : $16.26 
ea!’ . % dd S50c cutting & packing charge 
ae tk coe sane ee ‘i * BEEN EARNED ONLY THROUGH ® A a tae 
ae en e TRUE ARTISTRY - i 
& e * 


®. TIMBERTONE HAS AT ALL TIMES ,® 
@ TURNED TO NATURE FOR BOTH 
©, COLOR AND CHARACTER.... .® 
@ AND NO MAN HAS YET 
©, IMPROVED ON .@ 
eo BETUSBE «” 
bd a 


° a 
Decotone ® Petaltone 
e 2 
® @ 
e 


TREE BARKS-—on fibre board. Sturdy, Ne. %7—Green foliage ever White 
Practical, Natural. For trees, stumps and Ne. 968~Ceeun fallans even Wtine 
logs. Use as flat panel for sports wear. > 
No. 701—White Birch CW tA 8’ sheet $3.50 
No. 702—Rough Silver Gray 24’ triple roll $9.75 
x 8° Only $6.25 ‘aa 50 : ” 


cutting & packing charge on 8 sheets 


{nsquants QAK VEENER 2.2008 
ror aati screens, niches, spot decora ances. ala interiors, model rooms, etc. 
tions OR for covering entire walls. Just Bi wwe atl aE Y" Tan 


tack them up... or paste them. 
OAK SQUARES—IN TWO SIZES 


(Cut from regular Timbertone Rolls) 


SIZE: 1114" x 1114" $3.00 PER DOZEN 
SIZE: 17° x 17” ....$5.40 PER DOZEN 





PETALTONE (Vine Pattern)--A_ delicate, 


lacy design so truly Spring in character 








COLORS 


No. 53—Antique White No.93—Aqua Blue 
No. 81—Antique Red No. 70—Antique Silver Gray 
No. 89—Silver Blue No. 99—Antique Gold 


NOTE: We cannot always prevent deviation in 
uniformity in the cutting of squares, because of 
the raised surface of the material. Should this 


‘ : OAK VENEER 
occur simply overlap or trim. Y= Of chest $4.30 3 x 24’ triple roll $12.25 
1dd 50c cutting & packing charge on 8 sheets 











Your jobber Look for the 





Mark 
has our new Wiis tee 
SPRING rIMBERTONE 
SAMPLE Product 


BOOK TIMBERTONE DECORATIVE CO., INC. epee 


sncsinesboniiia 15 WEST 24TH STREET NEW YORK 10, N. Y. Timbertone rolt 
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The darkest thing to hit the display pro 
advent of black seamless 
Order U-9 which 
None of us 

fully the 
carried for 


fession since the 


paper was the brownout 
became effective on February 1 
protession ever realized 
load that light has 
us down through the pages of display his 


tory. We 


nm at oul 


in this 
tremendous 


understood, however, as we looked 
single light 
reflection 


displays without a 
things, a 
bad enough, but 


at night we saw 


burning and saw; of all 
that 
front 


of ourselves; was 


standing out in how 


incomplete our handiwork becomes 
light 


order 


utterly 
without 

If this 
the retail sales of the nation do not decreas¢ 


continues until April 1 and 
in volume, even with the customer’s buying 
power at its highest peak, | will be greatly 
surprised and perhaps a bit disappointed 
Here is perhaps the greatest acid test the 
show window has ever been subjected to in 
selling. If retail 
60 days it 


its long history ot sales 


do drop off in the next will be 
the biggest selling point the display profes 
sion and the display manutacturers ever had 
at their 


weapon for postwar, if we use it wisely and 


command, and it will be a powertul 


well 


Therefore, as far as we in this business 


are concerned it is always darkest betore 


the dawn, and the next 60 or 90 days—with 


\pril 1 


May 


easter on will tell an interesting 
story that 


beyond all our hopes. Watch your customers 


advance visual presentation 


watch your darkened windows, watch youn 
window calls, and most important of all, 
watch your sales records. 

On the lighter side of the darker one are 


beat the brown-out order, so 


to the president's office 


the ideas to 
we take now 


and listen to what his display manager has 


you 


cooked up for his windows. 
President: “Henry, what are we going to 

do without display lights?” 

“Don't think | 
it won't cost much, either.” 

“Well, what it 1s? 

is a long way off.” 


Henry: worry, | have a 


good idea > 


President : Tomorrow 


Henry: “Well, candles might do it, but 
the fire ordinance says that's against the 
law.” 

President: “The wax might get all over 
the goods, anyway.” 

Henry: “I thought of lanterns, but kero 
sene is rationed.” 

President: “Remember, I don’t want our 


windows to look like the inside of a barn; 
lanterns are out of style.” 


Henry: “Storage batteries are hard to get 


and they would have to be recharged often 
and flashlight batteries won't be on the mar 


DISPLAY WORLD 


Think this ever 


By FRANK G. BINGHAM = 





ket till after the war; I figured it would 
305 flashlights to give us light and you 
can't get that many.” ; 

President: “I thought 


had a good idea. Come, come, Henry, what 


take 


you told me you 
is: it?’ 

Henry: “Well, I think the best thing to do 
would be for us to import 10,000 fireflies and 
let them buzz around among the manne- 
quins. It would knock this city dizzy!” 

Henry, the displayman, in his search for 
illumination, hit upon the perfect source of 
artificial light. Nearly 
the firefiy, but all the scientific minds in the 
world can not read the simple secret with 


everyone has seen 


which nature has endowed this lowly torm 
of insect life. In fact, scientists for ages 
have pondered on how so small an insect 


can emit so much light and also the nature 
of this “cold” light. The firefly 
pertect light with no heat, whereas the best 


produces 


incandescent bulb wastes nearly 90 per cent 
of the electrical energy in the form of use 
less heat 

Qui 
protession, the ban on conventions of any 


darkened displays, our non-essential 
and all kinds — educational or non-educa 
tional —the War Commission's 
drain on personnel, and the “Work, Fight or 
Jail” bill before the Senate 
combine to put us all in a question-mark 


Manpower 


Now 


go to 


mood. I give you this comforting thought 
by Walt Whitman: “Though not for us the 
joy of entering at the last the conquered 
citvy—not ours the chance ever to see with 


own eyes the peerless power and splendid 
eclat of the democratic principle, arrived at 
filling the 
bevond those of past his- 


meridian, world with effulgence 
and majesty far 
tory’s kings, or all dynastic sway—there is 
yet, to whomever is eligible among us, the 
prophetic vision, the joy of being tossed in 
turmoil of these times with 
that what 


heart-wearying 


the brave 


the proud consciousness amid 
seductions, or 


have 


ever clouds, 


postponements, we deserted, 


never despaired, never abandoned the faith.” 


never 


\n interesting story in “Myths After Lin 


coln,” by Lloyd Lewis, tells about the old 
fashioned wooden or metal clocks in front 
of jewelry and watch repair stores. Fre- 


quently you hear people ask: “Do you see 
where those watch hands are set? At eight- 
seventeen! That's the hour and minute 
Lincoln died!” Sometimes they say: “That’s 
the hour Lincoln was shot!” The true facts 
of history are that Lincoln was shot after 
10 o'clock and died at 7:20 the next morn- 
ing, but this legend goes on and on because 
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Abraham Lincoln is America’s folk-god. The 
real reason, as any watchmaker will explain, 
is that the hands are set at 8:17 because 
this position allows the most space for ad 
vertising and the name of the: firm. ~Now 
the question is whether a displayman figured 
this one out in 1865. That research, my 
friends, is now completely in your lap.” 





Wordisplays: C. F. Lenhart, Hochschild 
Kohn & Co., Baltimore, pays tribute to the 
girls of that city who are in the display 
field and says: “They are doing a great 
job!” ...S/Sgt. Henry A. Hawkins, former 
secretary of the Baltimore Display Guild, 
has been awarded the Bronze Star. This 
medal is conferred on the officer or man who 
distinguishes himself in actual combat by 
gallantry and intrepidity at the risk of his 
life above and beyond the call of duty. Bal- 
timore should be proud of you, Henry; the 
display profession certainly 1s. Mildred 
G. Bailey, in charge of display for H. W. 
Pray Company, Newburyport, Mass., for the 
past six years, recently won second prize 
in the National Letter Writing week display 
contest. She says, “Winning a prize gives 
me great encouragement to do better work.” 
You can say that again, Mildred, and under- 
line it. ... Sol Kamensky, that Fifth avenue 
displayman of the South—Columbus, Ga., to 
be exact—is still burning up with the dis- 
inspirations that keep his city from 
His hobbies are New York, the 


play 
being dull. 
theatre, and bridge. 
because he forgot to mention to me his best 
hobby — outstanding with selling 
ideas. Columbus discover 
America’s best displays, who knows? d 
Director of Visual Presentation, a new title 
for Howard Kk. Richmond at Bloomingdale's. 
North Dakota's 
advertised for a displayman who wants a 
future and about $50. Don’t rush, 
fellows, there is no one ahead of you. 
Wall Street Journal suggests that the next 
War Bond from 
under the counter, after passing around the 
word they're hard to get. ... Margaret Neal, 
formerly with Mayer & Schmidt, Tyler, 
Texas, is in New York studying art. ... The 
Chicago Display Club has pinned its hopes 
on Haney for 1945, 
H. H. Haney, president; 
first vice-president; Ray Bianchi, 
vice-president; Shirley Manna, 
and Walter Madura, holder of the cash box. 
Haney, display director of the Crawford 
Department Store, has been a veteran work 
er with an A-1 efficiency rating for many 
years in Chicago display circles. ... F 
EK. Birrell, Fargo-Wilson-Wells, Pocatello, 
Idaho, was chairman of the retail War Loan 
drive that broke all records. On Decembet 
16 he had a bad heart attack but is back 
on the job and getting set for a glorious 
spring. I think Hitler is going to envy you, 
Birrell. . Warren Hogt, same city, joins 
Blocks, Inc., but the army is looking at him. 
E. C. Phillips, display head at L. S. Ayres 
& Co., Indianapolis, recently greeted Sgt. 
Merill Sullivan, a former Ayres-ite of the 
display department, who had just returned 
from more than two years overseas. Sulli 
van’s biggest thrill came when a strange 
young lady, age 2, called him “Daddy.” 
[Continued on page 65] 


Of course he’s modest, 


windows 


may some of 


largest store recently 


offered 


drive be merchandised 


officers are: 
Atlas, 


second 


The new 


Philip F. 


secretary, 
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The 
GREAT 
DAY 


DISPLAY 
em um 


We prepared and are furnish- 
ing paper display (GS-45) shown 
on right, practically at cost, to 
help prevent folks from letting 
down after Germany is defeat- 





ed. All must keep backing up 


an hel Neen eens LET THIS BE YOUR SIGNAL TO PUT 


thing we've got ‘til final Victory 


on ALL fronts. EVERY AVAILABLE DOLLAR IN 


Size 28''x42" printed in red, 
blue, and dark brown on one 
side of offset paper. Spot 


gummed 28" way, top and S O WE CA 


bottom, on front and back, 






making it easy to attach on “iain, N 


inside of windows, on back- 


ll 
walls, into frames, or appliqued TH 3 RI S ; NG SU he 
on to cardboard any way you 


wish. 
Prices F.O.B. Chicago (furnished only in lots of three or more for each destination) .. . 
3 to 9—B80c each; 10 to 24—75c each; 25 or more—70c each 
Order by code (GS-45)—Detach Order Form Shown Below—Or Wire or ‘Phone your order NOW. We'll ship pronto. 
427 WEST RANDOLPH STREET STAte 7560 CHICAGO 6, ILLINOIS 
ORDER FORM FOR "GERMANY SURRENDERS" PAPER DISPLAYS 
ISHOP PUBLISHING COMPANY, 427 W. Randolph St., Chicago 6, [linois 

Please ship us F.O.B. Chicago: 
(GS-45) “GERMANY SURRENDERS” Paper Displays. (Not less than 3 to each destination.) Size 28"x42"; printed in red, 
blue, and dark brown on one side of offset paper; spot gummel 28” way, top ancl bottom, on tront and back. Prices: 3 to 9—S80« 
each; 10 to 24—75c each; 25 or more—70c each 

OMPANY BY PIT Lt 


DDRESS CITY & SEATE ZONE NO 


Sending Purchase Order Date 
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FACIL-FAB 4c SPRING 
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BIRCH LEAF SPRAY No. 484 IVY VINE No. 475 (Right) 
(Above) : 

Eighteen New Green Birch 14 New Green leaves, in two 

leaves branched on Blackand sizes. Overall size approx. 40 


White stemming. Overall size inches. Packed 24 to carton. 
approx. 45 inches. Packed 





ASTER FLOWER SPRAY No. 478 


Six 5 inch Flowers and twelve 6 inch New Green 





12 to carton. $1.90 each $1.50 each ae eee Overall size approx. 
$3.75 each 











t 
f 
} 
; 
& 
CONSTRUCTION BOARD SEA WILD ROSE VINE : 6 
HORSES No. 564 (Above) No. 476 (Right) . ) 
Two Spring Yellow Facil sea horses Six 3 inch assorted color APPLE BLOSSOM SPRAY No. 481 
with tinsel bodies and flock bills. Flowers assembled with Three natural looking 6 inch Flowers 
Facil sea coral and New Green twelve 5 inch New Green assembled with six 5 inch New Green Assort 
and Light Blue vegetation at base. leaves into attractive Vine. leaves into attractive Spray. Overall tinsele 
Overall size approx. 18 inches. Overall size approx. 39 inch- size approx. 40 inches. Packed 6 to Wings 
Packed 3 to a carton. es. Packed 24 to carton. carton. 12 to. 
$3.95 each $1.85 each $3.75 each 





6 When in New York 
Visit Our Showroom 





@ FACIL FABRICS COMPANY, II \ 
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SUMMER | 


WRITE FOR FREE 
CATALOG TODAY 


Get our new Spring and Summer 
Catalog showing complete line of 
Novelties, Flowers, Patriotic Numbers 
and Staples which can be purchased 
through your Local Display Supplier. 
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ASTER FLOWER GARLAND No. 477 


Six 5 inch assorted color Flowers grouped with four- 
teen 6 inch New Green leaves into attractive Gar- 
land. Overall size approx. 45 inches. Packed 12 to 
carton. 


$2.85 each 






CONSTRUCTION BOARD 
FLOWER CART 


No. 560 









Pink Facil cart with white Facil 
wheel and ledge flocked Green. 
Red hardware. Three assorted color 
Facil Wild Rose plants in Facil 
flower pots. Overall size approx. 
30 inches. Packed 1 to carton. 


$10.95 each 













we 
vt 


CONSTRUCTION BOARD BUTTERFLY 
No. 562 
Assorted Spring Color Butterflies—with Gold 
tinseled body and Red tinseled markings on 


Wings. Overall size approx. 10 inches. Packed 
12 to a carton. 


$0.95 each 


; MI W. 24th St., New York City Il @ 


WILD ROSE SPOT No. 485 


Three 3 inch assorted color Flowers and 
three 3 inch New Green leaves. Overall 
size approx. 12 inches. Packed 24 to carton. 


$9.00 doz. 


DOGWOOD VINE No. 479 


Seven natural looking 6 inch Flowers 
grouped with twenty-one 6 inch New 
Green leaves into striking Vine. Overall 
size approx. 72 inches. Packed 6 to carton. 


$6.75 each 


All Items on These Pages * 
Are Made of “Facil-Fab.” 
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—To frame one of its new smaller units, Thal's Duren Jones used wallboard covered in pastel and white striped paper. . . . Wallboard was used for 


the city skyline, painted white and decorated with sequins— 


“This Isn't 
FIFTH 
AVENUE!” 





—Papier mache legs topped this footwear window, appearing under a 
full skirt of pink tarlatane— 


By DUREN E. JONES 
Thal's, Dayton 


“That display idea would be all right f 
a New York store, but it wouldn't wor 
here; this isn’t Fifth avenue, you know! 
Have vou ever heard that statement : 

If you are a displayman with a relative! 
small store or in a small city, of cours 
vou've heard it—not once, but many times 





oe 


inet 8S ons See 


aa 


to Sin deena 


4 i 





And the usual result is that after making th f 
statement, the executive vetoing the ide 
quickly changes the subject to avoid furth 
discussion and the displayman starts wis 
ing he were with a big-city store where | 
would seldom hear “You can’t do this, 5 ‘ 
can't do that—this isnt Fifth avenue.” La 
No, of course it isn’t; Main street w 


never be Fifth avenue, and it is just @| 
well, Each has many things the other lack: | 
But they do have much in common, and th | 
smaller city displayman should rememb 
that residents of the smaller community a 
style conscious, and they like to. see al 
buy—beautiful merchandise that is well di 
played. 

So when vour ideas for dramatic displa 
are discarded and you are positive that yo 
community 1s entitled to, and would reacy 
favorably to, more advanced display the 


it is time to work out a program based 
sound and constructive thinking to supp 
your theory Instead of seattered displ 
themes, you can present for approval a p! 
gram of simplified backgrounds, unit displa 
dramatic display, a better coordinats 
merchandise. Support the program wit es 
dence as to how the store will benefit by t! 
change, and don’t be surprised when “Y 
can't do that” changes to “Go ahead 
Let's take for granted that your sto 
[Continued on page 66) 
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DRAMATIZE YOUR DISPLAYS 
FOR SPRING AND SUMMER 




























262 DEVONSHIRE ST. 


MARBLE COLUMNS—10" diameter, 
8' high. Covered with Breche Opal 
Marble paper. Top and bottom 16!2". 
Made of solid wood. Finished in white 
—$18.50 each. Also available in 
Black or Breche Red Marble 


NEW STYLE BALUSTRADE—Made of 
solid wood. 40" high, 36" wide. Up- 
rights are 134" diameter. Rope 
moulding, choice of any color—$22.50 
each. 


NEW MARBALIA DISPLAY BLOCKS 
—15"' square, 6" wide. 2'"' wood balls 
to match. Blocks are covered all over 
with ''Marbalia'’ Marble Paper—$5.75 


each. 


150 beautiful color schemes. Also 
available in Breche Opal White and 
Breche Rose Dilon Marble Papers. 


NEW ENGLAND DECORATORS SUPPLY CO. 


BRICK WALL AND GATE UNIT— 
Finished all sides. Wood and wall- 
board construction. Covered, red 
brick paper. Top, white plaster fin- 
ish. Wall 11%4' over-all, 11%" wide, 
35" high. Gate 43" high, 30" wide 
—$57.50 complete. 

SINGLE BRICK WALL UNIT—4' long 
—$21.25. 

Colors: Yellow, Spring Green and 
Pink over White. 

WOOD GATE UNIT, only — $15.00. 


BACKGROUND HAND PAINTED ON 
SPRING COLOR NOSEAM PAPER— 
8' high. Birch leaves appliqued— 
$3.00 per running foot. 

ROOSTER OR HEN—Made of Plas- 
tic composition. Finished white with 
red beak. Green base 18" high— 
$12.50 each. 

BIRCH BIRD HOUSE—6' high, with 
ivy and bird. Base green—$14.75. 
FLOOR — Flagstone and grass Tim- 
bertone sheets. 3'x8'—$5.25. 3'x24' 
—$15.00 (triple roll). 

SPRING FLOWERS IN NATURAL 
CORK BASE—1!8" long, 18" high— 
$2.50 each. 

SPRING FLOWERS — $18.00 dozen. 
IVY SPRAYS — $4.50 dozen. 














BOSTON 10, MASS. 














wunative your 
MILLINERY SEASON 


WITH THESE - Cw 
KORRECT-WAY 
DISPLAY HEADS 


F 2019 jr " 


Luvatlalle Now 


Smart! New! Millinery heads by 
Korrect-Way! Designed to show off latest 
fashions with distinction and appeal, they 


lend drama and excitement to 


Artistically sculptured ... dee- 
orated in a variety of modern 


hair and facial colors. ad 
g 2015 


Order from your near- 
est Korrect-Way 


Distributor. 


00 


per dozen 


DIVISION OF AMERICAN FIXTURE & MANUFACTURING COMPANY - ST. LOUIS ° 





















Eastern Displays, Inc. 


BUFFALO 








‘ 
» : Samuel C. Dutch & Son 
‘ CINCINNATI 
® General Display Corp. 
« 
J ; CHICAGO 
. Hecht Fixture Co. 
’ 
4 CLEVELAND 
, e Pribil Display & Supply Co. 
) 
* MEMPHIS 
. 6 Wray Williams Display Co. 
i) 
¢ DENVER 
6 Walter W. Martin 
U] 


DETROIT 
The Art Products Co. 


, KANSAS CITY 
4 National Equipment Corp. 


‘ LOS ANGELES 













. P Grant & Silvers, Inc. 

# 
+ MINNEAPOLIS 

° ; L. E. Hier Display Equipment Co. 

a PHILADELPHIA 

° Naythons Display Fixture 
a 

4 , PITTSBURGH 

> DeWeese Display Equip. Co. 
# 

: SAN FRANCISCO 

, . Kehoe Display Fixture Co. 
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Feminine President 
For South Bend Club 

Indicating the increasingly important place | 
of women in the display field, the members 
of the South Bend Display Club at its 
recent election named Betty Marquardt, 
Robertson Brothers, as president for 1945. 
The was held at Greenblatt’s with 
Harold Bisno as host; the South Bend group 
been meeting at different downtown 
for time, to crowded hotel 
conditions, and has found enough advantages 
in the arrangement to continue it for the 
coming year. 

As far 
the first 


session 


has 


stores some due 


as is known, Miss Marquardt is 
woman elected to a display 
presidency. Assisting her will be 
Lavingood, Worth’s, vice-president, 
Harold Smith, A. F. Smith Company, 
tary-treasurer. Eleanor The 
Leader, will direct publicity. 

The South Bend Display 
brating its thirteenth anniversary 


club 
Lorin 

and 
secre- 
Peczy, Grand 
Club is cele 
this year. 


Bloomingdale's Names Richmond 
As Visual Presentation Director 
According to an announcement from James 
S. Schoff, president of Bloomingdale's, New 
York City, Howard K. been 
appointed director of visual presentation for 
the He will be in the 
newly-created post, studies 
of materials and 


Richmond has 
store. responsible, 
for continuing 
methods of 


new merchan 
dise presentation throughout the store in 
terior and in window displays. Richmond 
will direct and coordinate the visual ap 
proach to the public, working directly under 
the store president. Formerly art director | 
of Life magazine, Richmond has been with 
Bloomingdale's for the past six years in 
charge of art. 
Haney Is Elected 
By Chicago Club 

At the January meeting of the Chicago 


Display Club, H. H. 
vertising director 
Stores, 


Haney, display and ad- 
for Crawford Department 
was elected president. Also 
as officers for the year 
F. Atlas, Indiana 
Gary, first 
Goldblatt’s, 
Shirley 

partment 
secretary, 

Roebuck & 
ton 
elected 


named 
Phil 
Company, 
Bianchi, 
Mrs. 
de 


store, 


coming were 


Public 


vice-president ; 


Service 
Ray 
second vice-president ; 
Hanna, of the 
of Goldblatt’s 
and Walter 
Co., tre 
chief 
into 
street 


interior display 
State street 
Madura, of 
isurer. James Upping- 
teller inducted the 
office. John Courtney, 
the retiring 


Sears, 


served as and 
persons 
State 


president. 


Sears’ store, is 


Display Information Requested 
By Appliance Dealers 

A survey 
17,000 
Appliance 
of the questions asked was: 


was recently completed among 
Electric 
in which one 


“What subjects 


General 
Chicago, 


dealers by Edison 


Company, 


relating to retail merchandising would you 
like to have covered in future bulletins ?” 
(The bulletins referred to are issued by the 
above-mentioned company.) Leading all 
subjects in the responses was “How to dis- 
play windows and interiors; this was fol- 
lowed by advertising, hiring and training 


retail salesmen, time-payment contracts, and 


product information, in descending order | 









BETTER 
DISPLAYS 


For More Stores 


. made possible through practical, 


Arrow display aids 


ot 


casy-to-use 


designed for every type business 


by display craftsmen in one of Amet 


ica's largest and finest plants 


distributed evervwhere by a huge net 
work of outstanding display supply 
organizations. 


ASK TO SEE 
ARROW SUPERB DISPLAYERS 


in wood, rare marble recrea 


tions, glass, mirror, Plexiglass, 


plas 


tics, masonite. These will help you 
show more merchandise in less space 
beautifully. 


ASK TO SEE 
ARROW COLOR CREATIONS 


. Glorified Panels, Glamour Pan 
elettes, Colortul Cutouts, Die-cut 
Fashionettes, Stylettes, lustrous Facil 


Fab and Seamless Paper Streamers 
These will make every blank space a 


selling space—with color! 


ASK TO SEE ARROW’S 
POPULAR COVER PAPERS 
DI-LON GEMS 
beautiful recreations of rare marble, 
leathers, basket weave 
deep-nap VELORAY 
‘velvet’ at the ot ! 


paper. 
GLO-FLINT in 


9 bright 


. the exquisite 
wood grains, 

Lustrous, 
cost 
Glossy 
colors 


ASK FOR YOUR FREE COPY 
OF ‘SPRING DISPLAY IDEAS’ 


32 pages filled with illustrations 


of all these display aids plus plenty 
of easy-to-follow sketches by Louis 
Gehring on how to use them. 





HARD 


Diswalag &7ilate Ct 
37 N. SEVENTH ST., PHILA.6,PA. 


Indispensable to Better Selling 


PRocetstive 


) 
' 
’ 
7 
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4 


OME tH AND GET YOUR FRET COPT OF 


YES 1409 - AND IF AN OVER WORKED 
HET HIGERATOW BREAKS DOWN, YOU MAY NOT 
BE AGLE TO GET ANOTHER FOR © LONG TIME 





EVERY WEDNESDAY AND FRIDAY AT 2°°.M 


4) j bie 
April Bi. tiie 
Baking Technique. 
Boa Canned Food Saves Cw ing To 
Restion Poinds.ox Son lamin Rich Meals. * 


Utility's Displays 
Work Two Ways 


The displays of Consolidated Edison Company, New York 
City, originate in the firm's art department under the direction 
of «Raymond Martin; from this central source they are routed 
to the numerous branches, so that the people seeing each single 
display add up to a considerable slice of the metropolitan 
population. 































Consolidated Edison's display policy during the war has 
been an exemplary one. It will be noted that of the six displays 
pictured here, four are distinctly in back of some phase of the 
wor effort; one combines war effort with an institutional theme 
and one is strictly institutional. This ratio is probably typical. 


One of the best attributes of the displays is that many of 
them are helpful with suggestions for the consumer. For exam- 
ple, the one at the upper right calls attention to the fact that 
some homes unintentionally overwork their refrigerators; the 
display invites passersby to ask for a booklet on how to keep 


their refrigerator running properly. BACK ‘EM UP 


Another dramatizes wartime cooking classes, conservation WITH BONDS SCRE 


recipes, and the like. On the institutional side, one display 





shows an invasion scene and asks that the fighting forces be A : 
backed up by War Bonds; it also lists 3,947 Consolidated Edi- : . vy 

son employees as in the armed services, plus 2,038 on leave of 3947 Consolidated Edison men and women are if , 4 se ee 
absence to do war work. Strictly institutional is the final dis- now serving in the Armed Forces in every part NG ny, * 


play, showing the unchanging cost of electricity in comparison of the world — in every branch of the Service 


= ais 2038 other employees mow ex wartime 
waieetck scout af omy Melty Boel 


with other commodities. 


ko me 


“Here's one bright = 
spot in aur budget 


ee ala ok pl> 


Ris 


ABN OS oa 
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The Human-like qualities of Carrata ; . 
Action Mannequins meet your specific i ’ 
needs for realism and perfect display ; 





California Made 
Mannequins... 42 

California 
Merchandise 





®, 


: @ LAKE ARROWHEAD 


* REPRESENTATIVES 
JACK CAMERON 


2420 RIDGEWAY AVENUE «+ EVANSTON, ILLINOIS 


LOTHAR F. DITTMAR 


174 CRESTWOOD ROAD « FAIRFIELD, CONN 


1150-1152 SOUTH LOS ANGELES STREET * LOS ANGELES, CALIFORNIA 
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J.A.D. News... 





As happy as the Cleveland Display Club 
members were to announce in the December 
issue of DISPLAY WORLD that the Cleve- 
land Display Club would play host to the 
International Association of Display 1945 
annual conference and exhibition, that’s just 
how bad they feel in being notified that the 
meeting is cancelled. In an interview with 
EK. A. Osterland, president of the Cleveland 
Display Club, he said: “It’s too bad that the 
meeting was cancelled, but if that’s the dic- 
tates and wishes of the International Asso- 
ciation of Display president, there’s nothing 
we can do about it. We did have a 100 per 
cent program arranged and believed that our 
broken all 


However, as displaymen and staunch believ- 


meeting would have records. 
hold no malice 
to grind. We wish the 
Association of Display 
luck and will still do our utmost in helping 
them to make greater strides.” His 
were well spoken and we 


ers in good fellowship, we 
and have no axe 
International good 
words 
particularly like 
his closing remarks. 

A displayman of vears’ experience 
said to his friend, also an oldtimer, “It must 
be that the International Association of Dis- 
play is intended to fill a great place in the 
world because they are being given an extra 
training in the school of adversity. When 
their day comes, they shall view all things 


mally 


calmly and with neither resentment nor dis- 
tress,” 

If this philosopher were to look upon the 
International Association of Display with its 
many misfortunes wrought upon it by the 
World War, he would, [ believe, enjoy to 
learn that the “day” is here and made pos- 
sible by the new working agreement between 
the IAD and the National 
Display Industries as a 
things in the 
things than 
ablest brains 


Association of 
starter for 
scheme of things, greater 
have dreamed of by the 
who now have to do with it, 
opportunities, greater responsibili- 
ties, nobler, finer achievements in behalf of 
the entire display industry. This kind of 
good fellowship puts the [AD back into the 
good graces of the NADI. With fortitude 
they welcome the collaboration on conven- 
tion and educational programs that will, 
beyond a question of a doubt, reestablish the 
IAD as a functional group and will defi- 
nitely step up their prestige as a national 
organization. 
but they will make surer progress. 

It is believed that the IAD working in 
harmony with the NADI on all matters that 
concern the display industry will, with de- 
termination to until the IAD 
is recognized not merely as a great organi- 


great 
been 


greater 


The procedure may be slower 


gain, go on 


zation but as one of retailing’s most useful 
elements. 

The collaboration in question concerns the 
existence of the IAD, This 
awaited and much desired policy 
book and brings to a 
gap between the TAD and the 


sale long- 
goes into 
close a 


NADI. It 


the record 
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By C. H. FADEM A A MN A Sa 


Publicity Director 


comes at a time when the IAD is most 
happy to entertain such fine and sincere co- 
operation. I believe that I speak the mind 
of thousands of displaymen in stating that 
they enthusiastically welcome — this 
movement. 

They will again be able to mix with their 
fellow displaymen and manufacturers, and 
last but not least have the opportunity to 
conduct their educational meetings and do 
their purchasing of display necessities at the 
same time. 

The comprehensive program outlined 
seems feasible and we are sure will be satis- 
fying in its entirety. All this important news 
emanates from a meeting held at St. Louis 
on January 15 by officers and directors of 
tne TAD and a committee from the NADI. 

Spokesmen for the manufacturers were 
Alvin Mendle, George Silvestri, Ray Whit- 
nah and I. T. Vierheller. Representing the 
IAD were President Dave Estes, First Vice- 
President Joseph Apolinsky, Managing Di- 
rector Roland Spies, Board Member Paul 
Klories and Sid Durham, president of the 
St. Louis Display Guild. 

The resolutions adopted by the joint com- 
mittees are so important that we relate them 
in the following paragraphs. (The sugges- 
tions adopted at the St. Louis meeting are 
recommendations, and are subject to the 
approval of both organizations before be- 
coming official.—Ed.) 

Both committees committed themselves to 
a program of sane, sound business in their 
mutual dealings, and the agreement to arbi- 


will 


trate any difference should they arise. The 
recommendation that the IAD textbook, 
“Display Merchandising Principles and 


be printed and distributed on a 
scale 1s The NADI 
evidenced further willingness to cooperate 
by agreeing to pay for advertising space 
which will be included in the pages of the 
new revised textbook. Credit for this 
important effort will be shared by both asso- 
ciations. 

Another forward step in the building up 
of the LAD membership will be completed 
with the cooperation of NADI members and 
their great force of salesmen now covering 
the entire country. Each and every 
man will solicit membership while traveling 
territories. The value of 
this movement can never be measured in 
dollars and cents. It is the most valuable 
contribution ever presented to the IAD. 

The Display Market Week, to be held in 
New York City June 18-23, inclusive, will 
be conducted as planned at the NADI meet- 
ing in New York City in December, 1944. 
(While no official announcement has been 
made, the Display Market Week will almost 
in compliance 

such. affairs. 
so expressed 
The tentative 


Practices,” 


national wholesome. 


and 


sales- 


their respective 


cancelled 
ban on 
members 


unquestionably be 
with the government 
Many NADI 


themselves recently. — Ed.) 


have 


program includes an IAD directors’ meeting 


on Sunday prior to the opening of Displa 
Market Week, with the general membershi 
meeting following on Monday. Tuesda) 
Wednesday and Thursday will be complete] 
given over to the NADI exhibits and selling 
Friday the IAD educational session unfold: 
revealing a program that will mark a ne\ 
epoch in the staging of educational meet 
ings. 

Paul Klories, board member of the IAI 
and display director of the Union Electri 
Company, St. Louis, was a visitor in Cleve 
land last month. You can rest assure 
Klories had a very good time. Visits lik: 
Mr. Klories’ should be practiced by th 
entire staff of the IAD. It builds goodwil! 
and morale. 


recently dis 
with an honorabl 


Ralph Egurola, who was 
charged from the army 
medical discharge, has written Managing 
Director Roland Spies for an application 


blank for reinstatement into the TAD. 


The St. Louis Display Guild) members 
were guests at a luncheon given by the St 
Louis Advertising Club recently. Speaker 
of the day was George Brown of the Aver) 
Corporation, Chicago. It was an interesting 
affair and one that keeps the St. Louis Dis 
play Guild always on their toes. Meetings 
of this kind play an important part in thi 
functioning of a display club. 


Roland Spies writes 
IAD textbook, 


Managing Director 
that the requests for the 
“Display Merchandising Principles and 
Practices,’ are tremendous. What a break 
the IAD got when the NADI offered to as 
sist in the national distribution of this 
valuable book on “lessons in display.” It 
you want to know more about the distribu 
tive education program, write na 
tional headquarters at 1127 Pine street, St 


please 


Louis, today. 





Display Aid Solicited 
In Clothing Drive 

The American Retail Federation, on be 
half of the War Campaigns committee 0! 
the Central Council of National Retail As 
sociations, has requested the participation 0! 
retail displaymen in the drive to obtain 
clothing for the victims of war devastated 
nations. The campaign gets under way on 
April 1 and will continue during that month 
the goal is to obtain 150,000,000 pounds o! 
material. 
almost as many people in Europe “have died 
from exposure due to lack of adequate clot! 
ing, as have died from starvation.” 

The situation is truly desperate, and at 
aid displaymen can give the campaign wi!! 
be exerted in a worthy, humanitarian caus 





According to President Roosevelt, 


Slat id 


est be ae aie 
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AMAZING 


is the term used by everyone who has seen Frederic Shipman’s 


NEW MIRROR DEVICE 


The new Shipman Studios has just completed 
the most dazzling mirror creation ever con- 
ceived for display purposes, while the actual 
window or floor space used is comparatively 
small---you visualize an area 


ho FEET IN DIAMETER and 
125 FEET IN CIRCUMFERENCE 


Particularly adaptable for 


Fashion Shows---Fashion Parades--- Store 
Shows --- Store Christmas Presentations 
and Window Displays 


Visit the Shipman Studios, 512 Fifth Ave., New York, and see this Amazing Device and a dozen other 
Novel Mirror Creations 





STUDIOS RESIDENCE ADDRESS 
512 FIFTH AVENUE HOTEL BRISTOL 
OPEN FROM NOON TILL 5 135 WEST 48TH STREET 
LACKAWANNA 4-3462 BRYANT 9-8400 


NEW YORK 18, N. Y. NEW YORK 19, N. Y. 
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—Sketch "'H"' illustrates how a home- 
made fixture can be put together 
quickly, using the scrolls as a base for 
an upright rod. In "Il" the scrolls are 
shown as feet for a panel, giving it 
an added decorative touch as well as 
keeping the panel upright— 


























By De SAULT scales 


—Here is a very versatile wooden scroll which 
serves as a support for hanging shelves, as a rod 
bracket, and as a "foot'' for fixtures. The scrolls 
can be cut from small pieces of waste lumber. 


"A" shows the pattern, or design. "'B" illustrates 
how the scrolls can be used as feet for a plateau. 
"C" shows the scroll used for a pleasing decorative 


effect and as a support for hanging shelves— 





—"D" shows how a bracket can be fast- 

ened to the wall, a wooden rod being 

used for the merchandise display. In ''E" 

is seen how the brackets can be used to 

support rods on any panel or back- 
ground— 








—Sketch "F" pictures the brackets used as feet 

on a new type of pedestal with shelves around 

four sides. ''G'" shows the feet used on the 
corners of a box-shaped pedestal— 
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-with a modern HACHIWE FOR SELLING-L” 


DisptayMen appreciate the advertising power of the 
store-front. They know that a smart, modern store-front 
is needed to get maximum results from good window and 
store display, to pull people to the show window. 


Kawneer, on the other hand, appreciates the value of the 
work you displaymen are doing to get people and merchan- 
dise together and increase sales for the retail merchant. 
We can work together. You know what's required, you 
know how best to use display facilities. Kawneer can fur- 
nish the smart, modern store-front that will help you get 
profit results from your store. Designed 
especially for your store, it will attract 
favorable attention up and down your 
street, act as a “Machine For Selling” to 
stop people and pull them in. 

Cash in on Kawneer's 40 years’ experience! 
Send the coupon today! 





Kawneer 


STORE-FRONTS 


MACHINES FOR SELLING! 





CONSULT YOUR ARCHITECT 


THE KAWNEER COMPANY, 902 Front St., Niles, Michigan 
Please send copy of booklet on Kawneer ‘Machines for Selling’. 


Name 


Store 


Address 


4| 








Beloved... 


—At the top, a display by Joseph Apolinsky, 
Loveman, Joseph & Loeb, Birmingham. 

Center, by Sam Rosenberg for The Namm 
Store, Brooklyn. Below, two displays by 


Norbert Yakel, The May Company, Baltimore— 


Wedding “seasons” went out with the tice 
ft war, with nuptial days being fitted to 
furloughs instead of traditional dates. In 
spite of which, spring continues to be the 


time when a young man’s fancy lightly takes 
the customary path 
with the 
to the 
beloved 


its usual trend ending in 


to the altar in company customary 


to 
“Dearly 


blushing bride listen customary 
ritual beginning 
War's 


the 


bridal 


notwithstanding, it 1s 
that 
the 


many 


interruption 


experience ot most retail stores 
still expected at 
that 
plan accordingly. 
of the 
aCTOSS 
of 
Birmingham, 


ot 


promotions are 


established times and as 


long 
couples as possible 
Po fit 
ried 
of the 


Year,’ 
the top 


Love 


the theme, “Brides 


Cal out mm cut-out 


script 
Joseph Apolinsky 
Loc b, 


Irames 


display, 
Joseph X 


baroque 


man, used 


heavy white plaster to 


photographs of twelve lovely brides 


enclose 
Phe 
against vertical panels covered in paper with 
broad, 


Phe 


Secon | 


frames were suspended by dark ribbon 


harmonizing stripes 


military wedding was portrayed in 


the 


while 


display being 
he was 
Che 
simulated aged 


held a 


well-known wed 


illustration, 


by Sam Rosenberg with 


Namm 
beneath 
\t the 


showeard consisting of the 


Store, Brooklyn couple 


stood arch of 


an 


stone right a music stand 


ding march side and a from 
the 


mounted 


on one 
othe 
a group of booklets describing the 


message 


store on the Below, a cupid sur 


church ceremony 


The two vertical displays pictured are the 





work of Norbert Yakel, The May Company, 


Baltimore 


LomL 


aWay 


In 


One 


outht, 


window 


with the 


was 
bridal 


featured a 
couple 


shown standing on the rear platform of an 


observation cat 


bor rowed 


Irom 


The 


the 


train 
Baltimore 


lanterns 


& 


were 
Ohio, and 








the name ‘oO 


design bore 
crack B. & O. train 

For Yakel’s bridesmaid window, the ba 
ground was drawn to resemble the inte! 


the illuminated 


of a cathedral and the showcards were d 
on parchment 
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hear a 
window 
sing ? 


we mean — windows with so much 









































eye — and — ear appeal, people can't 
Yeoking and hearing the sales story. 
: got something to make YOUR 
WINDOWS sing. It’s called 


shitexe 


f its superior quality, its out-of- 

y surface, its softer paper back 

usual 3 dimensional embossed 
e and ay to appreciate. 


OWE oe! 
ells for less thany many of its 


AND, MR. JOBBER, if 
got a walloping EXTRA 


, 40 INCHES WIDE, 
ue, golden yellow, 


Mite or call today! 


ee D, EFFECT 
e i a= Then ooth finish 


Kapton TEXTILE AND PRODUCTS, INC. 


561 sbi INE a. b ¥. = a MU 2-570" 


OOPS! WE FORGOT! 


- OP] ct 2 Grasstawn » SUNFAST! 


We also carry a full ie a et ays ai Yes, we forgot to tell you last month that Grasslawn 
line of fabrics, arti- S ari is SUNFAST! 45 INCHES WIDE — $1.75 A YARD. 
ficial flowers, ban- ; aE Uo ieee au In grass green, chartreuse green, golden yellow and 
ners, posters, some mae\ St pe ane . eggshell. Immediate delivery. 

plastic units, miscel- ' - 


laneous display acces- eS — FULL SIZE 36"x72" GRASSMATS 


sories and many 


other demand items. ina ? Thickly sewn. Immediate de- 4 75 
Write for our catalog. : ae livery. Genuine, full sized. 2 EACH 
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STORE 
LAYOUT 


By RALPH F. WALTZ, President* 


Quackenbush Company, Paterson, N. J. 


"Store layout can be approached from the strictly artistic point 


of view, or the customer point of view, or possibly the third 


and most frequently used, ‘Play up the dominant department 


point of view.’ 


In this timely article the author outlines 


his reasons for selecting one of the three as the most practical. 


store's 


© BE blunt, a 
promotion of any 


objective in a 
nature is to bring 

traffic to its departments. 
vertising 


Because ad- 
with each move of a 
pencil and because street level chain stores 
without this 
advertising, a department store can not aft 


costs soar 


and specialty shops are busy 
ford to take its eyes off that simple unvar- 
nished objective for one minute. 

It is true that types of sales promotion 
may that which brings a lot of 
trafic just one time, to that which brings 


vary from 
just a little traffic a day over a long time; 
nevertheless, behind it all is the objective of 
peopling our departments with traffic at all 
times. 

In bringing traffic to merchandise it seems 


that there are six words to consider—why, 
what, when, how, where, who. 
We must always bear in mind why we 


should promote something; when we should 
promote it; how it is to be presented; as we 
should all know 


should do what about the whole thing. 


where, it leaves only who 
We know that to make the largest number 


of people buy we must promote the mer- 
that the largest 


of people need, want and use. 


chandise or items number 
Every month 
in each department there is a group of items 
upon which rests the department's power to 
attract traffic. Outside this group the power 
to attract traffic is very insignificant. 

We know that our advertising must reflect 
the fundamental principles upon which the 
operates, determining 
sumer demand and procuring wanted mer 
chandise in adequate assortments and then 
which the 
has expressed a preference. 


store such as con- 


presenting goods for consumer! 


*Address at the 
ciation 


National Retail Dry Goods Asso 
meeting in New York City, January 11 


Thus having mastered the art of bringing 
traffic to the merchandise, our success de- 
pends on knowing how to show it off to the 
best advantage and how to make it sell in 
greater quantities. 

Mr. Bliss, the speaker preceding me, asked 
us some pertinent questions. He spoke of 
trafic. (Albert Bliss’ address appeared in 
the January issue of DISPLAY WORLD- 
Ed.) For the purpose of my discussion, let 
us say traffic now has entered the doors of 
the store. 

You must realize that boiling down this 
eternally recurring problem of store layout 
into a short address is a 
pertinent and 
discussed. 


and arrangement 


tough assignment, so. only 
obvious generalities can be 

In my opinion there are 
in the method of departmental or total store 


operations. 


nine basic steps 


1. Analyze consumer demand to determine 


the proper scope of assortments to fulfill 


that 
2. Maintain assortments within this scope 


demand. 


with completeness and power. 

3. Bring traffic to the department or mer- 
chandise. 

4. Register merchandise’ forcefully on 
store traffie with positive action. 

5. Sell effectively. 

6. Maintain liquidity of merchandise in- 
vestment. 

7. Render adequate and effective service. 

8. Maintain proper employee 
ships. 


relation- 


9, Control finances. 

So it seems to me that my 
with Step 4 
fully on store trathe with positive action. 


subject deals 
registering merchandise force 


I am sure if all of our tables, cases and 


fixtures were on wheels, we would have a 
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“mobile crew” on hand at all times pushin 
fixtures around the store to catch the ev 
of the traffic. 

This being impossible we must attract tl 
flow of traffic to all parts of the store; 
all types of merchandise; and then stop ai 
sell traffic. If, when shoppers go through 
department and upon an item or 
group of items and it something t 
them—makes them stop, look and buy—w 


come 
does 
are then merchandise o 
traffic. 

If vour department arrangement or dis 
plays do nothing to the shopper —do mn 
even make them stop and look—then yo 
have failed to get attention from traffic. 

Let’s call this thing we are after in al 
Effect.” 


When we pass a merchandise arrangemet 


registering the 


our efforts, “Consciousness of 


that tells customers with great authorit 
that this certain item is the best in tow 
for the price —with statements to suppo1 
that caption — then we know someone 1 


thinking cleverly, constructing and buildin 
well and also has a burning desire to sel 
goods and has mastered that “consciousnes 
of effect.” 

Now as to layout, naturally every 
is a different size and one complete floor 
plan be applied to othe 
store in its entirety. Parts can be applie: 
that will fit other stores’ needs and we have 
also found that in certain layouts one cat 
direct traffic, unknown to the customer, and 
automatically them to depart 
ments which heretofore have not had mucl 
traffic. 
ing effect, should act as a magnet that draws 
the customer to that spot. Often new meth 
ods are only adaptations of old ideas. 
from. the 


stor 


could not some 


force pass 


Something, perhaps color or a light 


Store layout can be approached 
strictly artistic point of view, or the mor: 
practical “Customer point of view :” 
sibly the third and frequently 
“Play up the dominant department point o 
view.” 

Let us consider the first, the strictly artis 
tic point of view. Many 
we are beautifying our store by 
departments or entire floors by the applica 
tion of tricky bent glass or plastic fixtures 


or pos 


most used 


times we believe 


changing 


subdued indirect lighting and richly uphol 
little 
In other words, plenty 


stered divans, with merchandis« 
in evidence. of at 
mosphere for the shopper who undoubted] 


very 


belongs to the leisure class, formerly re 


ferred to as the carriage trade and now 


known as the salon customer. If your stor: 
is known as an exclusive shop, then by all 
means do not consider the practical layout 
because vour customer is not going to the 
merchandise 
fortable chair while you bring the merchan 
dise to Therefore 
capable 


she is going to sit in a com 


her. layout could he 


planned by any interior decorato: 
catering to the 400, and the less he knows 
about department 
the better off you will be. 

Now let us other 
to play up the dominant department point 
of view. For example, has it ever oceurrs 


stores or merchandising 


consider the extreme 


to vou after shopping some stores and afte 
an honest appraisal of your own—vyou fin 
a glove department almost completely hiddet 
by books or mass displays of boxed statior 
erv? The answer is not one of poor plan 


[Continued on page 70] 
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Developments 
In Display 

Displaymen at the present time are faced 
with two unusual situations, the lighting 
brownout and the prospect of no formal con- 
vention or Display Market Week for 1945, 
due to the cancellation of the event by the 
National Association of Display Industries. 

Neither of these situations is truly unique: 
there have been other years when no general 
get-together was held, and almost every 
displayman in the country has had a pre- 
vious bowing acquaintance with a curtail 
ment of lighting—either through the former 
brownout on the coasts or through the vol 
untary reduction of display lighting which 
was observed, even 1f not very well, some 
months ago. 

\s for the brownout, it is a condition 
which can not be changed until the War 
Production Board decides to do so. Display 
men will simply have to make the best of it 
by using some of the devices and changed 
technique described in the article on page 7 
of this issue. 

The brownout doesn’t mean an end to dis- 
play for the duration of the WPB order, 
nor even a serious setback. One has only 
to remember what English display has gone 
through—not for months, but for vears: a 
complete blackout of all kinds of lighting at 
night, and of course none for display durmeg 
the day. And interest in display in England 
today is probably at its highest point of all 
time; the only thing holding it back at pres 
ent is a serious lack of materials and man- 
power. 

Frank Bingham, in his column elsewhere 
in this issue, points out that retail sales will 
probably show a slump due to the lack of 
illumination for displays and that this will 
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furnish a certain amount of proof concern- 
ing display’s ability to sell. It should be 
remembered, however, that interior display 
has not been affected so drastically, and im- 
pulse buying will probably continue without 
much change. 


As a matter of fact, it seems well worth 
while to start thinking more in terms of in- 
terior display now that the brownout is in 
effect, on the theory that it is doubly impor- 
tant now to. sell the shopper within the 
store because fewer will be sent into store 
traffic by the window displays. 

As tor the lack of a Display Market Week 
this year, there seems no prospect of travel 
rationing and there 1s nothing to prevent 
displaymen from making their usual buying 
trips to Chicago or New York, City or the 
other display centers. Display houses are 
planning to work up their fall and Christ- 
mas numbers to show as usual in June and 
are confident that display purchasers will be 
calling at their showrooms much as in the 
past. 


In the meantime, war conditions are tak- 
ing an upward turn and it would be no sur- 
prise to find the “no convention” ban being 
revoked within the next six months or so. 
The same might occur in the case of: the 
brownout—although of course any such con- 
jecture is pure guess-work and to be ac- 
cepted as such. 

In general, it is a fitting time to remember 
the adage: “What can’t be cured must be 
endured.” 





DISPLAY VS. BROWNOUT 
[Continued from page 7] 


Question: How long will this order con- 
tinue in effect ? 

Answer: Until such time as the supply of 
coal and other scarce fuels permits its dis- 
continuance. Consumers will receive notifi- 
cation at that time. 

From all the foregoing it is plain that the 
order means exactly what it says and that 
any amelioration will have to come about 
through display ingenuity. 


Most displaymen are regarding the situa- 


tion as a challenge, simply taking for grant- 


ed that window shopping at night 1s now a 
thing of the past and concentrating on solv- 
ing the problems of lightless windows during 
the daylight expedients 
have been adopted, among the most common 
being to use backgrounds and walls in light 
merchandise with strong 
merchandise 


hours. Various 


tints, selecting 
contrast bringing the 
closer to the glass, lowering awnings where 


practical to reduce reflections, and make- 


value, 


shift window lighting. 


For example, in Chicago, John Moss of 
Marshall Field & Co. has moved the mer- 
chandise to the front and has lightened his 
backgrounds. Bruce Elliott, at Stevens’, has 
followed suit and is also using contrasting 
colors behind the merchandise. J. W. Camp- 
bell, Carson Pirie Scott & Co., has nar- 
rowed his windows and brought the mer- 
chandise closer to the glass. Ray Bianchi, 
in charge of display for all Goldblatt 
Brothers stores, is marking time until the 
customer acceptance of the brownout is in- 
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dicated. John Courtney, of the Sears, Rox 
buck & Co. State street store has move 
all merchandise within 2 feet of the pla: 
glass; even his big corner window now hi: 
actual rows of mannequins on two sides 

the window. At Madigan Brothers, Jac 
Pollari is refinishing all window bac! 
grounds in  white-yellow, white-blue, at 
white-pink ; window floors are being done 

light tints. 

Much the same procedure is being fo 
lowed in Atlanta, representative of anoth: 
section of the country, where Gene Turns 
of George Muse Clothing Company, report 
“Most displaymen here have accomplish: 
good results by moving the display clos 
to the glass and installing white bac 
grounds; one of our larger stores is expe! 
menting with luminous paints. The sele 
tion of light colored merchandise for di 


play, where possible, is also helpful. Even 
though the brownout adds tremendously to 
the displayman’s growing problems, I believe 


we will all be more resourceful in the end 


In Detroit, candlelight 1s being used for 
window illumination in 48 displays at Crow- 
ley, Milner & Co. Ejight-day candles were 
obtained from a religious supply store and 
are enclosed within big glass cylinders which 
serve to reduce the fire hazard. Candles 
were also used by several New York City 
stores during the first few evenings of the 
brownout, but without marked success, and 
in some jewelry stores small flashlights were 
located within the windows so that their 
rays brought out the sparkle of the merchan- 
dise. A few stores in various cities resorted 
to gasoline lanterns of the Coleman type 
and found the soft illumination rather pleas- 
ing. This kind of lighting, by the way, was 
used by several Canadian stores during the 
long brownout which that country endured 
some time ago, and is said to have met with 
the approval of underwriters. It should be 
emphasized, however, that any displayman 
considering lanterns or candles in his win- 
dows should first check with local fire au- 
thorities and any other groups trom which 
it is advisable to secure approval. 


Strategically placed mirrors are being 
used by some stores in their display win- 
dows, as for example Bloomingdale’s, New 
York City, where mirrors approximatel) 
6 feet by 9 feet have been installed at one 
side in the Lexington avenue windows to re- 
flect street ght within; the opposite wall is 
painted white, and display properties aré 
in light tints as well. Also in New York 
City, Franz Gobbi, at DePinna’s, has don 
window floors, backgrounds and ceilings in 
plaster white. The same applies to Oppen 
heim Collins. 

Summing up, it seems that the brownout 
order is with us for some time to come and 
that there is nothing to do but make the 
best of the matter. Display has partly los 
one of its most valuable assets, lighting, and 
displavmen will have to recognize that tact 
and attempt to make up for it as well as 
possible by their own ingenious methods 
Display handicaps have been encounteré 
before and solved, and the solutions have 
almost invariably produced new and _ bette! 
display technique. It is not unreason:b! 
to suppose that meeting the challenge ot 
brownout will produce similar results. 


thy 
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“THE WELL" “SILVER TREES" 
id 
re No. MRW-400—Panel size 36 in. by 48 in. with deckled No. MST-400—Panel size 36 in. by 48 in. with deckled 
edges. Mounted to 48 in. by 60 in. Turquoise NoSeam Paper. edges. Mounted to 48 in. by 60 in. White NoSeam Paper. 


| EVERYTHING 
IN DISPLAY 


for SPRING and 
SUMMER 


FLOWERS ePAPERS 
*FOLIAGE *BACKGROUNDS 
eSCATTERGRASS ePANELS 
*NATURAL ITEMS @MATERIALS 
®MEXICAN DISPLAYS e@LETTERS 
*NAUTICAL DISPLAYS *GADGETS 
eTROPICAL DISPLAYS ®*ACCESSORIES 


Visit Our Showroom Either in St. Louis or Chicago 
Our New 72 Page Spring Catalog No. 185 Is Now Ready 


GARRISON-WAGNER CO. 





COLORED SAILS 


1627 LOCUST ST. ST. LOUIS 3, MO. 
te No. MCS-400—Panel size 36 in. by 48 in. with deckled 


edges. Mounted to 48 in. by 60 in. Blue NoSeam Paper. Chicago Showroom — 20 East Congress St. 
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ZEBRA: 
COLORED STRIPES: 


combinations 


spring color backgrounds 


Chantilly Lace: 53" wide 
Twinkle: 53"' wide 
Richtone: 53"' and 107" wide 


CASE TRIMS: 


and Floorings. 
immediate delivery. 


112 W. 42nd ST. 


New Spring Line Ready! 
New, Different and Exclusive Display Papers 


In 45 new spring color combinations 


In both 53" and 


NEW FLORAL PATTERN: 


NEW DAMASK PATTERN—52" WIDE 


Vy" and 11/"" Squares in 26" width. 


Also a full line of 26" Case Trims in new spring colors for 


SEE THESE ITEMS AT YOUR JOBBER 


DINGLEMAN-WOLFF COMPANY 


107" widths, in 50 color 


107"" widths in 


and 


In both 53" 


Bamboo: 50" wide 
Shadow Lace: 53" wide 
Blossom Time: 53"' and 107" wide 


Ideal for Cases 


NEW YORK CITY 18 








Ideal for 
Dresses, 


mache 
shoulder. 


No. 101, 
No. III, 





314 W. JACKSON BLVD. 


Write for our 
MANNEQUINS —LUCITE FIXTURES 
FIXTURES—MEN’S FIXTURES, etc. 





THE 2 WINNERS! 


IMMEDIATE DELIVERY 


INDISPENSABLE 
For Window or Store 


Sweaters, 
Suits, 
Made sturdy of four-ply papier 
full bust and 
Smoothly finished 
and tinted in flesh color. Fits 
on any stand. 


with 


each 
each 
Net F. O. B. Chicago 


THE FIXTURE MART, INC. | 


FREE Flyers on RACKS—HANGERS—SHOWCASE & WALL “CASES— 
JEWELRY FIXTURES — FORMS — MILLINERY 
If we do not have it we will tell you where to get it. 


Blouses, 
Coats, etc. 


. $3.75 
4.00 





CHICAGO 6, ‘OL. 











k. g. kurtis studio = 





SOMETHING NEW HAS BEEN 
ADDED TO OUR COMPLETE 
LINE OF MILLINERY-NOVELTY 
HEADS. 


CERAMIC FINISHED FLOWERS 


HAND SCULPTURED OF PAPIER 
MACHE. 
e 
ORDER YOUR SAMPLE 
RETURNABLE WITHIN 10 DAYS. 
* 


313 east I3th str., 


®@ vyOrs-¢€ Adsowonsb 


new york 3, n. y. 








SHEET SIZE 26” x 40” FOR 
Display Backgrounds and Paper Sculpture 


MARQUARDT & COMPANY 
Display Paper Division 
155 SPRING STREET NEW YORK 12 














THAYER | & CHANDLER AIRBRUSH 


othe f particular artist 


THAYER & CHANDLER 
910 W.VAN BUREN ST.. CHICAGQO.ILL. 
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War Bond Prizes 
Offered In Contest 


Window display contests in which $2 
$150 and $100 War Bond prizes will 
awarded to the three best displays are 


feature of two promotions for ret 


scheduled 


major 
stores, featuring notions, 
March and April. 

effort to be participated 
by pattern, and notions sectio 
is being sponsored jointly by Dritz Trau 
Inc., McCall Corporation, and the I. 
Kleinert Company. Directed to a 
peal to the home sewer, it will be based | 
Finishing Touch.” “Ma 
selling theme of t 


A cooperative 


piece goods, 


Rubber 


the theme, “The 
for Each Other” 
second promotion which coordinates read 
shields. 


is the 


to-wear and dress 
Two hundred stores, one 
expected to participate in each of the 
Stores are to be supplied with ¢ 
display material, 
in all cooperati Oo 
advert 
complet 


in each city, a 


events. 
window countc1 
displays suitable for use 
mats for newspaper 
material for the 


tensive 


departments, 
outline 
promotion plan. 

Originality in the use of the 
dramatic effect of the over-all window will 
be two important points 
judging. 

Displaymen interested in participating in 


ing, and 


material and 


considered in thie 


promotional events can secure into: 
B. Kleinert Rubber Compat 
New York City. 

Touch” promotion, dis 
include: one 


these 
mation from I. 
485 Fifth avenue, 

For the “Finishing 
play material 
portrait poster for window background, siz 
33 by 44; one three- 
on which are imposed Kleinert dress shields 
Talon slide three 
backed counter cards for use in pattern and 
notion departments, sized 12 by 15%, drama 
tizing the “Finishing 
for newspaper advertising. 

For the “Made for Each Other” 
the display material will include: 
cut-out panels, 
heart shaped, and designed to hold—in ad 
dition to shields- 
insure better wear for the 
smaller easel-backed cards for 
notions counters 
tions; mat for 


will four-colo1 


large size color palette 


and fasteners; -color, easel- 


Touch” theme; mat 
promotion 
two large 
a smaller center display unit, 


a variety of notions which 
featured dress; 
display on 
and in ready-to-wear se 
newspaper advertising. 


Sherman Paper 
Promotes Four 

Four new appointments in the 
sales staff have been made public by Sher 
man Paper Products Corporation, Newton 
Upper Falls, Mass. George H. Stucke has 
been advanced to general sales manager; li 
will continue in his duties as sales manage! 
of the industrial division, 
Arthur Hardigan, who has been promoted t 
the position of sales manager of the display 


executive 


assisted by J 


division, and P. E. Sheehan, sales manas 
of the specialties division. 
Jules E. Timor, formerly regional pack 


the New York and Ce: 
area, has been advanced to the 
‘astern sales manager, with head 
quarters in New York City. Allyn = G 
Whitehead, formerly regional packaging cn- 
gineer in the Michigan area, has been 

pointed Western sales manager with he 


aging engineer for 
tral Atlantic 
post of k 


quarters in Chicago. 
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Grape “Irunks 


The Most Uwigue Display Item in Years 











A smart Spring display using Grape Trunks by Alber Bell of La Mode, Dalla 
Texas. The foliage is the Cabbage Blossom from Everglades Palm Co. of 
Florida at $15.00 the dozen in flocked pastel colors. 


We now have large quantities of five and six foot Grape Trunks at $10.00 
and $12.50 each. These trunks are fine for any season as a prop. Delivery 
is slow by freight so order yours now. 


Other Sizes Available Now— 
i to. tS $1.00 3 $5.00 
2 $2.00 4' $7.50 


More Displays 


Santa Cruz, California 
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IN 1945 


FOR FINER DISPLAYS, USE 


PLASTEX 
VENEERS 


BRICK: Herringbone, 


Common Bond. 


STONE: Jaspe, Ashlar or Random, 
solid or multi-colored. 


SLATE: Two-toned or mono-colored. 
Sanded sunken or grass joints. 


WOOD: Stained in natural or limed 
finishes. 


OROTEX: A gold lace pattern set 
on any one of 20 selected back- 
grounds. Ultimate in design — 
Ideal for backgrounds. 


Rolls 36 in wide, 24 ft. long 
Sheets 36 in. wide, 8 ft. long 


PLASTEX DECORATIVE 
PRODUCTS 
269 Canal St. New York City 13 


Flemish or 











We Potut with Pride... 


to our U. S. Patent 2313675 
YOU’LL MAKE BETTER TIME 
IF YOU USE THE NEW 
DELTA PATENT QUILL 
FOR THAT LETTERING JOB! 


HERE'S WHY... 


Quill end bent 
Will not 


split elma matellia: 


over 


Wire ends 
Yell 


elo lam ane) o1-18) 


Quill always 


pertectly round 


imlelatel(-Me\-tai-Yai NY] 
Yel felarato mel ite, 
elcdaualolat=valing 


\ 
olirele alse 


AVAILABLE IN BROWN 
AND GREY CAMEL HAIR. 
ALL SIZES — 2 TO 20 


Brasher by D 


STREET, NY.C 





DELTA BRUSH MFG. CORP. 14 WEST 17 
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Introducing 
Tony Brinker 


For nearly six years Tony Brinker has 
been drawing “The Display Parade” for 
DISPLAY WORLD, and for two years a 
similar portrait under the title of “Trade 
Personalities.” His outstanding work has 
letters asking to 
know something about the artist himself, and 


been responsible for many 


SO here he is: 

Tony was born in Marietta, Ohio, not too 
many In high school he showed 
decided art talent and decided to make it his 


life work. 


years ago. 


He completed a correspondence 
course in drawing which increased his en- 
thusiasm, even if not his knowledge. He 
got his early experience in the field of com- 
illustrations for 
greeting 
card manufacturers. He also hada mild fling 


mercial art— posters and 


printers, engravers, studios and 
at showcard writing and display. 
that New York City 
an interesting place to starve in, 
Kast. His chief work there was in 
designing theatrical 
to attend a few classes at Grand 
Central School of Art, maintained his own 
studio, and did a variety of free-lance work. 

Then he went to Vermont for two years, 
he still fond 
mers spent in the maple sugar country, as 
Berkshires ot 


would be 
Tony 


Deciding 


headed 
posters. He managed 


evening 


cherishes memories of sum- 
well as vacations in the 
Massachusetts. 

His chief interest 1s in character, and he 
sketches public. He 


frequently people in 


—This is Tony Brinker, who does "The Display 
Parade'’ and "Trade Personalities" portraits 


for DISPLAY WORLD each month. The study 


in oils on the wall is of his wife, and took two 
months to complete— 
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otten works far into the night and is vers 
tile in any art medium. Tony contribut 
to several publications and has won a nun 
ber of art awards. At present he is pr 
marily engaged in doing advertising art ar 
illustrations for publishers. 

He is an ardent sports fan, especially for 
football,. although his ov 
sports activity was mainly basketball ar 
golf. He has little time for hobbies, b 
finds time for odd bits of ca 


of boxing and 


occasionally 
pentry and enjoys listening to boogie-woog 
music. He married a West Virginia girl 
1939 and they have one child, a blond-hair 
boy of 3. 


General Display Adds 
To Sales Staff 
Three new members have been added 

the sales force of General Display Corpor: 
tion, 140 West Fourth street, 
They are Parley B. Wilder, city 
Charles W. Leonhard, traveling central at 
northern Ohio, Indiana and Michigan, a1 
A J. Bessemer, who is covering West Vir 
ginia, Kentucky, and southern Indiana. 


Cincinnat 
salesmai 


General Display has just issued a cor 


prehensive catalogue of the firm’s product 


4 


including a wide variety of floral sprays and 
display units. Copies are available on r 
quest. 
Chicago Display Club 
Has Interesting Session 

Members of the Chicago Display Club, 


meeting February 7 at the Republic build- 
ing, heard a most interesting discussion by 
Dr. “Carl Fi. 
\merican 


Berns, former director of the 
Red Cross services to the armed 
Australia. Dr. 
the experiences of his two years in that war 
theatre. 

QO. B. Wilson, public relations man for the 
1945 Chicago Red War Fund drive, 
presented the display materials available for 
use In connection with the campaign. 


forces in Berns described 


Cross 
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No. 142 BIRD HOUSE SET 


one of our beautiful line of Flower Units, Gz 








No. 561 SPRING ENSEMBLE 


stock of Facil novelties 


s and patriotic numbers 


r Facil Wild Rose heads « 
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DIMENSIONAL WINDOW BOX 
DISPLAY No. DWB-9 
Maharam offers an extensive line of dimensional dis 
players, panels, streamers, ete Above is a stunning 
multi-colored unit Processed on = sturdy cardboard 
Window box has cardboard section for attaching flower 
In 2 sizes 
x 28 $3.25 Each 28 x 44 $6.00 Each 
(Flowers Not Included) 





PAPER SCULPTURED PIECES 
No. 1l6l FOX TERRIER 12” overall White Paper 
S-ulptured $11.90 Ea 
No. 158 LAMB. 11” overall. White Paper Sculptured $10.00 Fa 
No. 164 RABBIT 13”. overall White Paper Seulp 
tured $ 7.60 Ea 
No. 166 CHICKS 5 overall Yellow Paper = sculp- 


tured 12 to a boz $14.75 Doz 
No. 165 SETTING HEN. 14” overall White Paper JEWELRY DISPLAYERS 





Sculptured $9.50 Ea Above we show an example of our varied line. No. 204 
No. 163 RABBIT 19” overall White Paper Sculp PYRAMID PLATFORM 17 x Il Padded and cov 
tured $9.60 Ea ered with Purple Velveteen, Blue Velvetex or Sand Crepe 


$26.90 Fach 


TIMBERTONE 
TREE BARKS 
ON FIBRE BOARD 


The newest of our extensive line of 


Timbertone’s beautiful creations All 
the texture of natural bark Light in 
weight, but sturdy Roll into trees 
stumps or logs. Use flat for panels 


No. 701 WHITE BIRCH BARKS 
No. 702 TREE BARK 
3 . # SHEETS $6.25 





Write for NEW CATALOG Showing 
COMPLETE SPRING & SUMMER LINE 


Including: 





@ DISPLAY FABRICS @FOIL PAPERS 
@LEATHERETTES @SEAMLESS PAPERS 

@ RAYON NETS @VELURTEX 

@ PANELS @ PLASTIC DISPLAYERS 
@ METAPHANE @ MARBALIA 

@ WOOD DISPLAYERS @FACIL-FAB 
@COVERAY PAPERS @ BRAIDS 


@ RIBBONS 


NEW! PLUSHEEN 


“The House of Service” 
Maharam has display and decorative papers in endless 


variety Here we show lustrous Plusheen a very fine 
high-piled, grassy looking paper suitable for covering 
floors, platforms, ete Solid Co'ors: Dark Green, Yel 
low, Natural and Chartreuse Also 5” Stripes on White 


4 
FABRIC CORPORATION. TD Seamiece 


@NEW YORK — 130 WEST 46 ST. ROLLS 50” Wide x 12 Yards $13.00 Per Roll 
eCHICAGO — 4 EAST LAKE ST. PLUSHEEN RIBBON | wide x 25 Yards Long 
@elLOS ANGELE 819 SANTEE 90c Per Roll 








one o MUST te See them 


NAT 
SIEGEL 


39. W. 37™ ST. 
NEW YORK 


: Dione 
Inc. 
2010 S.HALSTED ST. 
CHICAGO 
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Darling Awarded 
Another "E" Star 


An additional white star, the second, has 


been awarded to the L. A. Darling Com- 
pany for the metal plant at Bronson, Mich. 
The chairman of the Navy Award Board 


for Production Awards, Admiral C. C. 
Bloch, has written Trowbridge H. Stanley, 
president of Darling, in part as follows: 
“The men and women of your plant have 
continued to maintain the high 
themselves when 
originally granted the Army-Navy 
for meritorious 
front.” 


standards 
they were 
‘E’ Award 
production 


they set for 
service on the 


Stanley reports that nearly 700 employees 
at the metal plant in Bronson are working 
around the clock to maintain a high volume 
and quality of war material production, and 
that there will be no let-up until victory. 


Cincinnati Club 
Aids Red Cross 

Members of the Greater Cincinnati Dis- 
play Club have agreed to decorate Music 
Hall in Cincinnati for the Red Cross rally 
to be held February 22 as a preliminary to 
the 1945 War campaign beginning 
March 1. Each member of the club has 
agreed to illustrate one Red Cross service 
in a display. Following the rally the dis- 
plays will be moved downtown and _ placed 


Fund 


on exhibition in store windows during the 
campaign. 

Club members drew lots for the service 
they 


the drawing 


will represent, and the picture shows 
taking place. <A total of 21 
different displays will be constructed by the 
club members. These will help interpret the 
Red Cross wartime services to workers at 
the rally and to the general public during 
the campaign. 

Present at the meeting Andrew 
Matzer, Rollman’s, president; William Ari- 
now, Shillito’s; Junius J. 
B. Wilder, General Display 
W.. ®. & S. 
Virgil Ochiltree, Dunlap’s ; 
ter Shoe Company; 
Edward Whittlesey, 
Wuestefelt, Ann 

Barney Meyer, Klines, Inc.; D. F. Heizer, 


Were : 


Fisher and Parley 
Corporation ; 
Grover, H. Pogue Company ; 
Irvin Riga, Pot- 
Larry Riesenbeck and 
Alms & Doepke; L. 


Lewis Shop. 
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Mabley & Carew; Ralph M. Gollahon, S| 
lito’s; Edward W. Hodgetts, Cincinnati ( 
& Electric Company; Pat J. Watson, M 
Stern Company; Frank Fleming, Sears, R 
buck & Co.; Charles Barker, Regal S| 
Jack Plochoki, Neisner Broth 


Company ; 





Air Brush Art Class 
Held In Ontario 


George W. Kadel, well-known master 
the air brush, of Dallas, recently complet 
a short course on “Air Brush Art and | 
dustrial Hamilton, Ont., un 
the auspices of Scott Paint & Wallpay 
Company of that city. Included in the cl 
were some members of the various Canad 
armed Other highlights of Kad 
trip were a_ radio “Industt 
Design,” a lecture to the directors of 
at Hamilton and Toronto schools, and a | 
ture to a group of commercial artists a 
industrial designers. 

Kadel plans to hold annual courses und 
Scott's auspices, and the next one will ta! 
place in December, 1945. 
not restricted to Canadian attendance. D 


Design” at 


forces. 


address on 


The courses a 


tails of an air brush competition to be held 


in connection are available from the Hami 
ton firm. 





Studio Opened 
By Menzin 

Harry Menzin has opened his own busi 
ness under the name of Arts & Flowers Di: 
plays, at 43 West 56th street, New York 
City. The company will specialize in flam« 
proot flowers, grass mats, botanical prod 
ucts, and novelties. Menzin was former] 
with Bonafide Display & Decorating Con 
pany, of the same city. 
New Display Head 
For Evansville Firm 

For the past five years in charge of dis 
play for Salm Evansville, Ralp! 
W. Shea has taken over the corresponding 
post at Evansville Dry Company 
Prior to his connection with Salm Brothers 


Brothers, 


Goods 


Shea was with several stores in Detroit and 
the East. 
display. 


This is his twenty-fifth year in 
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YESTERDAY... 
WINDOW TRIMMING 


TODAY ... 
DRAMATIC DISPLAY 


TOMORROW ... 
VISUAL SELLING 


Time moves on .. . and with it moves display and displaymen . . 
from the window trimmer of yesterday to the visual merchandiser 
of the postwar period . . . more than keeping pace with the many 
advancements in retail selling. 


Siegel has kept pace, too, through personal, interested service ren- 
dered all our accounts over many years; that same emphasis on 
service continues today and will continue tomorrow just as it did 
yesterday. ... We invite you to inspect our complete line of fixtures, 


racks, forms, mannequins, specialties and plastic, wood and composi- 
tion novelties. 


NAT SIEGE L, 39 West 37th St, New York I8, N. Y. 


















DURABLE DORABLE 
DEBS 


Don't fail to see the new Durable 
Dorable Debs at our newly remod- 
eled showrooms. A new and dis- 
tinguished line of modern manne- 
quins. 





























“GOING SHOPPING” 


Price Per Panel *3.75 


BULKLEY, DUNTON & co. 






Panel GS 45 


ily are 
Bunny and fami 

y Spring Shades of Blue. 
d Brown on White 


Glamorous Mrs. 
reproduced in ga 
Pink, Yellow, Flesh an 


Seamless. 
PANEL SIZE 36” WIDE x 4 






6” LONG 





“ “Debonair”. 

ther panels Paree , . 

le Fashions” illustrated in _ = 

PLAY FOLIO SPRING & SUMME 7 
Write for your COPY- 








Display Papers Division 
— Madison Ave. 
EW YORK (17) 295 
wmcaae (16)—2635 S. — oo 
LOS ANGELES (13)—106 W. Thir % 
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SIDE VIEW 





“Papier Mache” Men’s, Women’s, and Children’s 
Forms made by hand by experienced Mannequin 
Manufacturers. Finished in Papier Mache or Man- 
nequin composition. Price list and description sent 
on request. 


NATIONAL ART STUDIO 


Subsidiary of 
NATIONAL MANNEQUIN MFG. CO. 


308 South Market Street Chicago 6, Illinois 


EFFECT OF LEATHER 


Price of Paper 


WITH 











A CLOPAY 
PRODUCT , 


Backgrounds---Covering---Lining 


Almost no limit to the display uses for versatile 
COVERAY. It has the luxurious appearance of 
costly embossed leather yet costs only $1.75 to $2.25 
for 4-ft. x 25-ft. rolls. What’s more, it’s grease 
proof, stain-resistant and 100% washable. Other 
CLOPAY display papers provide almost unlimited 
variety of expensive looking decorative effects at 
cost of paper. Write for samples. 


GARRISON-WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 
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| Simplicity Display Contest 





Winners Announced 

A window display created by Harold Mel- 
nicove, display director, in cooperation with 
Miriam Hazlett, fabric buyer, both of The 
Hecht Company, Washington, won the $1,000 
War Bond grand prize in the recent contest 
held by the Simplicity Pattern Company, 


New York City. The prize was shared 
equally by the two, according to the rules 
of the contest. 


offered, 
windows 


\ total of $4,500 in 
divided into two groups 


prizes was 
$1,750 for 


submitted by stores in cities under 100,000 
population, and a similar amount for stores 
in larger cities. In addition, there was the 


grand prize mentioned above for the best 
window of both groups. 

The first prize of $500 in the “over 100,000” 
Kresge Department 


Mixon is 


was won by the 


Newark; W. E. 


group 


Store, display 


manager and Fred Bistany is fabric buyer. 
First prize in the “under 100,000" group was 
won by Tepper Brothers, Plainfield, N. J.; 


Delmar M. Tice is display manager and E. 


Jonap is fabric buyer. 


The judges in the contest were Lew Hahn, 


TRADE PERSONALITIES jo. 24 
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general manager of the National Retail D 


Goods Association; “Bill” Hart, editor 
Retail Executive of Women’s Wear Dai 
and R:. C. Kash, ‘editor of IDISPLA 


WORLD. 


Store Modernization 


ls Handbook Theme 


Many modernizati 
are contained in a highly illustrated manu 
entitled “Modern Stores,” just 
National Retail Furniture Association. Oh 
lined are basic ideas for modernizing a st 
permissib 


suggestions for store 


issued by t 
construction is again 


handbook 


planning, the 


when 
While the 
furniture 


160-page emphasiz 


store ideas are a 


plicable to other mercantile establishmen 
“Modern Stores” discusses installation 
store fronts, interior designs, window d 


plays and backgrounds, physical equipm« 


which includes air conditioning, heati 
lighting, elevator service and office equi 
ment, advancing the ideas of some of t 


nation’s leading commercial architects 


well as those coming from the 


oratories of industry. 


research lab 


by Tony Brinker 
































Qrneron’ CWE yowey \s 
BABLY GETTING TOGETHER 
WITH ANY ONE OF WIS MANY FRIENDS 
AND DISCUSSING DISPLAY. 
WE ENTERED DISPLAY ‘way BACK 
WW THE EARLY DAYS AND WAS 
WITH VARIOUS RETAIL STORES 
CHIEFLY IN THE MID-WEST. 4 
ALWAYS PARTICIPATED ACTIVELY 
IW LOCAL AND NATIONAL DISPLAy 
ASSOCIATION AFFAIRS, AND IN 
JUNE, 1924, WAS ELECTED 
PRESIDENT OF THE INTERNATIONAL 
ASSOCIATION OF DISPLAY MEN 
see Poe TRAT TIME WE WAS DISPLAy 
AGER FOR HARRIS- EMERY CO, 
des MOINES 






C'MON, WE GOTTA HEAR 
ANOTHER ONE, JACK / 






TUE s AmAsTER 
RACONTEUR ... AND 

1S CONSIDERED ONE 
OF THE BEST-KNOWN 
MEN IN THE FIELD OF 
ae tl a ENTERED 


FOR. 
eR Wien IN 1924. 
‘Zi 
: 
t 


COL CHICAGO, 
SALES REPRESENTATIVE 
CARRATA MANNEQUINS. 











1945 


s 
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‘TRAFFIC STOPPER 


are Sales Builders! 


It’s the human interest that stops the crowds and builds audiences for your 
merchandise displays. The fast, stirring action of a thrilling boat race... the 
nostalgic appeal of youthful, gleeful sports ...a robin’s nest snuggled in the 
fragrant beauty of apple blossoms ...the call of vacation lands. You will find 
many such display pictorials in the new Sherman line...a great array of 
brilliant. colorful TRAFFIC STOPPERS. 

Displaymen all over the country are following the time-saving slogan, 
“Start Your Display With a Sherman Pictorial...Well Begun Is Half Done.’ 
It supplies the theme, purpose, and color scheme... suggests colors for back- 
grounds and accessories. 

And here’s a tip for overworked display staffs! Grant Curve and Style-Curve 
are the quickest and smartest way to change window backgrounds. They are tall 

. 8 feet... high enough for the highest windows. They are strong, self- 
supporting . . . can be quickly arranged in curving wings, sets, or over-all 
backgrounds, without tacking. 

FREE DISPLAY IDEAS 

Ask for your free copy of the important Guide to brilliant new decorative 
materials for Spring and Summer. Its full-color section of TRAFFIC STOPPERS 
makes it easier for you to plan your display settings for Spring and Summer. 


Ask for vour copy today... It’s free! 


Sheunan 


Paper Products Corporation 
NEWTON UPPER FALLS 64, MASSACHUSETTS 


Branch Factory: Los Angeles, California 
Branch Warehouses in New York, Chicago, Atlanta 
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Fluorescent Lamps 


8 Feet Lon 
601 Birds T ? 
' i The development of fluorescent lamps u 
Mural \ ' ‘: A | to 8 feet in length and about 1 inch in dian 
‘ | eter, to be manufactured as soon as wartin 
conditions allow, has been announced | 
each side) : Dobe. Yes 1 ihe, lamp manufacturers. The lamps are intend 


(Illustrated on 


primarily for showcases, wall cases and coy 
lighting, and will be available at first i 
white color only, and in 42-inch, 64-inc! 
72-inch and 96-inch lengths; the short 
lengths will be 34 inch in diameter. T! 
, | lamps are of the hot-cathode type and wi 
seamless paper. , » | have an estimated life rating of from 2,5( 
Panel can be 7 | to 6,500 hours, depending on the frequen 
cut down in size a ors as ¥ | of on and off lighting service. 


Birds in gala 
array of nine 
colors, gor- 
geously 
screened on 


and may also be } A = foe 
used as valance. gA4 ¢ ._ See - ‘lt em fT | Larger Quarters 
Size 19” wide x ’ / For Madisonia 





90” long. : i New 


and larger quarters, with great! 

Price $6.75 for ; | increased facilities, have _been taken b 

pair (one facing re | Madisonia, mannequin refinishing service, a! 
salt eee hela > Ae, ‘ . | 164 West 25th street, New York City 

i [as | Florence and Gilbert Laurence, owners 01 

Madisonia, have a novel “Manikinsurance’ 

plan on which details are available from the 

« q 4 ‘ } | address given above. The firm has an 

; ; | nounced the recent signing of contracts with 

WRITE FOR John Wanamaker, for both New York Cit 

OUR 600 Window View —A picturesque panel magnificently portrayed | and Philadelphia, for exclusive refinishing 

CATALOGS inet y y of the firm’s mannequins, and similar con 

and screened in nine colors on seamless paper. Must be seen to be appre- sila i. + f- Mow & ie Se sili 

ciated. Size 40” wide x 90” high. May be cut down to 80”. Price $6.75 ea. —— oe ee = 

stores in New York and Parkchester; L. 

Bamberger & Co., Newark, and LaSalle & 


DISPLAY MANUFACTURERS MART, inc. oe EST Koch, Toledo. 


NEW YORK |, N. Y 


‘Everything for Diplay” RTT TTT = 
Wisconsin Club 
Names Officers 


This COMMERCIAL ART At a recent meeting of the Green Bay 


Displaymen’s Club the following officers 
Home-Study Course helps men were elected for the coming year: president, 
get ahead | Frank J. Shea, Orwant Jewelers; vice-pres! 


dent, Chet Van Denelzen, Linpark Clothes; 
Here are five books giving practical material for the display craftsman 


who wants to improve his technique and handle a wider scope of work secretary, Beverly Jauquet, A. C. Prange 
These books take up ager grid the best wo reas of commercial art Company, and treasurer, Eugene Stiller. 
work, show what sells, and how it is produced. ey enable you to | yy. Ggsttne : 
brush up on fundamentals and special points of technique—they teach rhe Stiller Orme: 

you the essentials of doing representative drawing, fashion figure draw- These officers, with Joseph DeGroot, re 
ing, all kinds of lettering, rendering of commercial subjects of many os ati ian A Pr ah ; 
types, practical design—just the type of material you need to handle tiring president, form the board Of directors 
the most popular forms of advertising and commercial illustrations, 
displays, layouts, etc. 


McGraw-Hill Commercial Art Library Shank Representing 


RIP Studio 

These books save the reader’s time with brief, punchy text that gives , ‘ ‘ 

essential instructions in usable form. In addition many illustrations Carl H. Shank, well known to the display 
and examples give the artist visual instruction, inspiration, and models 
of many types of work. Old-fashioned, standard, and modern letters ‘ : 
alphabets, and scripts; advertising illustrations; posters; show-cards,; cently as a display salesman, is now repre- 
book and printing designs ; fashion drawings; practice forms; renderings senting RIP Studio, New York City. in a 
in many mediums; etc.—more than 1300 illustrations in all form a feature : ‘ 4 

alone worth the price of the Library. You get this, plus complete. sales capacity. He will cover the Western 
step-by-step instructions, written by specialists—all the material you 
need to carry on a definite improvement plan and make more money 





right). Single 
panel $3.50 ea. 














field as a former displayman and more re 


and Southwestern states, coming as far east 
as Iowa, Nebraska, Missouri and Kansas. 
For a number of years Shank was display 
director for Stix, Baer & Fuller, St. Louts, 
but for the past eight vears has devoted his 
time to selling. 


ON-APPROVAL EXAMINATION COUPON 
5 VOLUMES 


1278 PAGES McGraw-Hill Book Co., 330 W. 42nd St., N. Y. 18 
HUNDREDS Send me the McGraw-Hill Commercial Art Li- 


brary, 5 volumes, for 10 days’ examination on ap 

OF proval. In 10 days I will send $3.50, plus few 
ILLUSTRATIONS cents postage, and $3.00 monthly till $18.50 is paid, 
AND or return books postpaid. (Postage paid on 
orders accompanied by remittance of first instal- 


EXAMPLES ment.) 








David Jaffee Dies 
After Short Illness 

For the past quarter century with Saks- 
34th Street, New York City, and display 
director for the firm since 1935, David Jaffee 
died recently following a short illness. He 
is survived by the widow and two daughters. 

Jaffee’s assistant, Alfred Kay, who _ has 
been with Saks for many years, has been 
named acting display director. Edward 

| Poignant is serving as first assistant. 


Name 
Save $2.25 with Library offer 


Bought, singly, the books in this Library would . . 
cost $20.75. Under this offer you save $2.25 on City and State 
this price and in addition have the privilege of 

paying in easy monthly installments while you Position 

use the books. See how this Library can help 
you. SEND NO MONEY. Just mail the coupon 
now, to receive the complete Library promptly, 


for 10 days’ examination subject to your accept- (Books sent on approval in the United States only.) 
ance or return. 


Address 


Company DW 2-45 
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TRIANGLE DISPLAYER 








HEIGHT SPACE 
OVERALL BETWEEN 
81" SHELVES 
17" 


SIZE OF SIZE OF 
SMALL LARGE 
SHELF SHELF 
EACH SIDE EACH SIDE 
1514" 25" 


The 3 wooden shelves are trimmed with 
rayon fringes, and connected by match- 
ing rayon cord. The unit is a two-tone 
color combination, available in 7 different 
colors, the wooden parts being lighter 
than the rayon trimmings. 


The colors are: lilac, fuchsia, pink, gold, 
skyblue, emerald and chartreuse. 


| Unit, with 3 yards of extra cord—$16. 


Allied Display Materials, Inc. 


65 Madison Avenue, New York 16, N. Y. 


| 
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Received your letter today and surely was 


glad to get it. I have been in the ATC 
Merchant Seaman service December, 
1943. After a short training period of 60 
days I was sent overseas. Then we maneu- 
vered England for about three 
months, and then came the big day—D-Day, 
or June 6, 1944. We anchored off the French 
coast and went in on D-Day plus one. We 
had air raids for three weeks continuously, 
every night from sundown until sunup. So 
far, that’s about all the “adventure” I have 
to report.—Sidney J. O’Shaughnessey, U. 8. 
AT, C.°S. T. 741 A. PO 1S CW BD), 
care Postmaster, New York City. 


since 


around 


I am going through all my old DISPLAY 
WORLDs and Merchants Records and clip- 
ping out all interesting data in preparation 
for condensing my idea file. I found many 
items of interest and many questions and 
observations came to my mind. I am pass- 
ing them along to you for what they are 


worth. 
What ever became of the Portland open- 
ings that DISPLAY WORLD showed so 


It has been many years 
since I last read about them, and I'd like 
to see what Malcolm J. B. Tennent is doing 
He was undoubtedly the master of 


well in the past? 


today 
beautiful display and a spotlighting pioneer. 
\nd how about an article by “Whiz- 
George Wagner. Can't you bring him 
DISPLAY WORLD’s pages for 
He must still be doing a fine 


sang” 
back into 
us readers? 
and original job... . How about sume shots 
of Karl Kneis’ windows . 
plays from Newark, such as Kresge’s, Bam- 
berger’s, etc. ... IL would ask about V. M. 
Curto, too, but I have heard that he is in 


he could do more with nothing 


. and some dis- 


the service; 
than anyone I ever saw. 

My hat’s off to Sol 
Kirven Company, Columbus, Ga., 


Kamensky of J. A. 
for his fine 
job of display and refreshingly written arti- 
cles; to me, he’s the man of the display hour, 
and let’s have more of his stuff. It’s good. 
Brinker do a 
likes, dis- 


? 


How about having Tony 


“Display Parade” portrait of him 


likes, backgrounds. (See page 72 in this 
issue—Ed.) And how about a= story on 
Tony Brinker himself; he’s terrific—Bob 


Campbell, Hoffman-Wells Company, Evans- 
ville 

It was a wonderful day when the first 
copies of DISPLAY WORLD arrived since 
The trouble was that 
the issues 


[I have been overseas. 
both copies arrived the same day 
for October and November reaching here the 
middle of December. They surely help in 
picturing the world I want to come back to. 
\nother “first” was when I went to the local 
DISPLAY WORLD 


army library and saw 


on the magazine rack. ... Here there is a 
little display, but nothing comparable to the 
mainland. The Honolulu stores are not quite 
up to the standards set at home, but it might 
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be because of lack of help and also mat 
rials. They do try, and at times the effe 
is good for the construction used.—Pfc. Ca 
vin Cottam, Med. Det., 668th FA Bn., A. P. ‘ 
957, care Postmaster, San Francisco. 


I appreciate the long-standing reputati 
of DISPLAY WORLD and wait patient 


for each isue. I like the editorials ar | 


enjoy the articles that are published ea 
month. Which suggests: Why not 
article each month entitled, “Why Not 


This could be fantastic, or “crazy,” sugge:- 
tions that some day in the near future woul 
be appropriate to use in display or in n 
tional exhibits, giving the display executi 
something to think about, something to 11: 


prove display in the future... . \s you kno 
ideas and unheard of suggestions ha 
played a big part in winning this war. it 


may be that something can be dug up that 
will help displaymen in future—something 
that will put the display profession at the 
top in retail selling —R. L. Paxton, Shudde 
Brothers, Houston. 





Allentown Displaymen 
Aid Civic Affair 

Members of the Allentown Display Men's 
club, under the direction of Joseph Denitz, 
club president and display director for Dob- 
noff’s, participated recently in preparations 
for the local Community Chest drive. In- 
cluded was the production of numerous dis- 
play cards for the various agencies among 
the beneficiaries of the campaign. Among 
the displaymen participating were Irwin 
Gernerd, Robert Peters, Leo Smith, Sylvan 
Wotiz, Jacob Schell, Paul Minnich, Telford 
Horn, Russell Moore, Robert 
James Peacock and Charles Keyser. 


Leopold, 





Magazine Cover Design 
Of Paper Sculpture 

The House Beautiful 
has a full-color cover featuring a Valentine 


February issue of 


motif. The delicately detailed theme was 
originally done in paper sculpture’ by 
Staples-Smith, 222 East 46th street, New 


York City. 








COMING UP! 


Sew And Save Week—February 17-24. 

Washington’s Birthday—February 22. 

Farm Day—March 8. 

Girl Scout Anniversary Week—March 
11-17. 

St. Patrick’s Day—March 17. 

National Wild Life Restoration Week 
—March 18-24. 

National Hobby Week—March 19-24. 

Spring Begins—March 20. 

Palm Sunday—March 25. 

Good Friday—March 30. 

National Baseball Week—March 31- 
April 7. 

Easter Sunday—April 1. 

Army Day—April 6. 

Pan-American Day—April 14. 

Humane Sunday—April 15. 

Be Kind To Animals Anniversary— 
April 15-21. 
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These newly designed racks can be seen 
at the authorized distributors. Priced at 
only a small difference than the pipe racks. 


Get in touch with our nearest —_ renanemeg i — 
t St. isco, Calif. 
DISTRIBUTOR arke an Francisco, Cali 


NATIONAL EQUIP. 
ARCHWAY SUPPLY CO. 303 W. 9th St., Kansas City, Mo. 
616 Arch St., Philadelphia, Pa. REINERMANN FIX. CO. 
L. D. BERNSTEIN 343-345 W. 4th St.. Cincinnati, Ohio 
36 W. 29th St., New York, N. Y. MELVIN S. ROOS 
EDDIE CHAIN 


181 Pryor St., Atlanta, Ga. 
227-231 E. 9th St., Los Angeles, Calif. NAT SIEGEL 





DISPLAYLAND 39 W. 37th St.. New York, N. Y. 
117 W. 31st St., New York, N. Y. SOUTHWEST FIX. CO. 
ART R. COHEN 907 Commerce St., Dallas, Texas 


808 Penn Ave., Pittsburgh, Pa. 
CHAMPION DISPLAY 

1417 4th Ave., Seattle, Wash. 
FIXTURE MART 

314 W. Jackson Blvd., Chicago, III. 
FREN-ZEE 

223 Orange St., New Haven, Conn. 
HECHT FIXTURE CO. 

212 S. Franklin St., Chicago, IIl. 


SEGALL & SON 
923 Arch St., Philadelphia, Pa. 


ALL IN ONE 
223 W. 35th St.. New York, N. Y. 


WILLIAMS CORP. 
4 S. Liberty St., Baltimore, Md. 


AL HALVERSON 
1024 S. Los Angeles St., Los Angeles 


ED FRIEDMAN 





L. E. HEIR DISPLAY A. J. ROBINS 

9 N. 4th St., Minneapolis, Minn. 241 W. 36th St.. New York. N. Y. 370 W. 35th St., New York, N. Y. 
SYD JACKMAN CO. JOSLIN SHOWCASE CO. ECONOMY DISPLAY 

113 = 8th St., Los Angeles, Calif. 89 Chauncy St., Boston, Mass. 247 W. 35th St., New York, N. » - 
MIDWEST MANNEQUIN KRAMER DISPLAY C. BARRANGO CO. 

532 N. Water St., Milwaukee, Wis. 307 Broome St., New York, N. Y. 579 Market St., San Francisco, Calif. 


If your local display house does not have this rack, write for nearest authorized distributor to: 


SUN DISPLAY MFG. CO., 26 Norfolk St., New York City 2 

















Crystallize Your Displays 
With L-30 


Don't wait for Jack Frost to paint frost pictures on your windows! Do it 
yourself with L-30. This water crystallizing lacquer produces crystalline 
frost effects on glass, plastic and metal. It comes in a dry flake easily 
dissolved in water and forms fascinating patterns on almost any smooth 
surface. And easy come, easy go—it washes off as easily as it washes on. 


Send for Free Sample and Descriptive Folder 


Price per Carton—$3.65 f.0.b. Malden, Mass. 


Specify—Pearl, Red, Green, Blue or Orange 


IVANO INCORPORATED 


Fine Chemicals Division 











166-184 COMMERCIAL ST. - - - MALDEN 48, MASS. 
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HOME FURNISHINGS 
[Continued from page 9] 


ONE OF OUR 
MANY PANELS IN 
STOCK 


that everything there has a Chinese int 
ence. Colors are picked up in the w 
paper, the drapes, the pictures, and so 
In order to do something similar, peo 
get the idea that they must redecorate tl 
entire home. This actually is not necessa 
It might be possible for you to convey ‘0 


PANEL No. 501 


LOVELIER 
THAN EVER \ 


Picture size 35''x46" 
silk screened in 10 


your customers that by buying new w 


paper or drapes or a new lamp they 
change the whole atmosphere of the ent 
room. The same thing applies to thes 
other units. 

In the spot display on my left, we tried 
to get something that had a little mod 
feeling and at the same time used barox 
beautiful spring plaster. Generally speaking, a person wou ( 


shades— look at these spread on a table and have a 


$ 
PRICE * EACH 


hard time visualizing just how they wo 
be used with something in the modern 
sign, because the merchandise is baroque 
character and very fancy. People think of 
modern as being simple with stately lin 
Put that piece on a table without conveying 
an idea and it is meaningless, but wher 
EXCLUSIVE TERRITORIES 
OPEN TO JOBBERS — 


WRITE FOR SAMPLES. 


has been a tremendous showing of different 


1931 BROADWAY NEW YORK r & N. ¥. tvpes of Early American enaiiure and | 
Phone nus 7-0186 remember that it wasn't but two years ago 


that it really hit our store. Originally we 
purchased just about two or three pieces 
they were displayed in our window and they 
reaped such = satisfactory results that we 


EL went into it more extensively. 
? pAN It didn’t take us six months to plan this 


TOK O | room setting on the stage.  (Illustrated.) 
“BOMB No. There are two serious mistakes up here. This 
may give vou an idea of what we went 

through this afternoon. (At first I favored 


throwing the whole thing out, but I thought 
I could give you an idea of what can he 


properly displayed it gives a person an idea 
as to what they could do with that particula 
item. Color in the draperies picks up color 
in the wallpaper. Occasionally it would }¢ 
better to get a contrast. 

We tried to convey a feeling of Early 
American or Provincial in wallpaper, fabrics 


or spice boxes. In the last few seasons ther 








We carry a complete line of 
hand-woven mats, particularly 
selected for their unusual weave 


done starting with a pair of drapes.) The 
whole room plan was formulated on_ that 


° yair of draperies on the right wall. In 
and designs. Ideal for  back- a a. , 
a a . | wr : looking around and trying to figure out 
yund = display. Avaiula - ; 
froun ispiay vallablie im what kind of room to bring up here, that 


three sizes. pair of draperies was the first thing that 


came to my mind. That wasn’t enough, so 


3 feet by 5 feet each $2.25 we discovered a white Tuscan satin slij 
ae _ a e scovere F e Scie Si Slip 
3¥ feet by 5 feet each 3.95 cover and then had trouble finding a sola 
4 feet by 5 feet each 4.95 | that the slip cover would fit reasonably well 
| Draperies, slip cover, and sofa were not 
Al BAMBOO POLES: | enough. In order to complete the set, we 
So ® | had to select the rest of the furniture. We 
x = | were then at a loss as to whether the walls 
l x46 a oe pole $ .30 | should be painted light green or dark brown 
1% xd, per pole 1.75 | In the draperies is a small stem design ot 
eS 12, per pole 325 the same shade of brown to harmonize with 
2” x6'6 » per pole 1.25 : | the walls. The white slip-covered | si ta 
2”x12°. per pole 2.75 Walt. Disnes shows up well against the brown wall. In 
Productions | the same drapery fabric you will see a gre 


SIZE: 40 IN. WIDE. 72 IN. LONG that is the same color as the green chairs 
Full of Dramatic Action. Flexible White Phe chair cover was supposed to be bro 7 

Stock Processed Eight Brilliant Colors. to match the background and look well 

@ Buy It From Your Wholesaler @ with the sofa and the tables. The other 

535 5 SU TTER S THE REYBURN MFG CO INC chair is covered in chartreuse like tl 

SAN FRANCISCO 2. — PHILADELPHIA 32. PA. draperies with the off-white and the cle 


Showrooms: New York and Chicago green. The lamps were selected becat« 
ae * | they are good taste in any room that refle:ts 
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THESE SIGNS OF EXTERIOR TYPE 
DOUGLAS FIR PLYWOOD HAVE 
STOOD THE TEST OF TIME! 


include more leisure for living — 








; 
Peo 
Post-war 
planning ? CITY LAUNDERING CoO. 








iis sods roe 


Above: a 10 by 48 ft. bul- 
letin for the City Launder- 
ing Company of Oelwein, 
lowa, made with twelve 
sections of 4x10 ft. quar- 
ter-inch exterior type 
Douglas fir plywood. It has 
been in use since June 11, 
1940. 































Mr. Glenn G. Johnson, prominent 


Right: this Cottage Studio 
sign was placed on location 
November 9, 1939, and is 
still in excellent condition. 
The face is of quarter-inch 
exterior plywood; the let- 
ters of 3/8-inch exterior 
plywood. 


sign man of 912 Second Avenue 





N. E., Oelwein, lowa, has this to 
say about Exterior type Douglas fir 
plywood: 


Below: this Modern Shoe 
Shop bulletin has been up 
since July 24, 1940. The: 
face is of quarter-inch ex- 
terior plywood, the cutout — 
letters of two thicknesses 
— quarter-inch and 3/8- 
inch, 


‘| like plywood best because it holds 





paint best, never peels, and is easier 
to repair than metal. Cut out the 
damaged spot with a Cutawl, fit in 


/ BE WISE 


a new piece, and a whole section is 
saved. They are always smooth, no 
wrinkles or dents; and are light and 





easy to handle. As my old contracts 
BUY 


f WAR 
: RAY SHOE 
BON DS ies cereeaen REPAIRING 


run out | plan to use all plywood 


faces from now on.”’ 


































vie) Viel 8 A | 























CAN PLYWOOD BE SPECIFIED NOW FOR : > GENUINE 
POST-WAR USES? i PLNPANEL DEPA -PLYSCBRB- ? \ | 
The increased capacity of the industry f TaADE Mae GEC U& Par. OFF \ 
will make MORE Douglas fir plywood SHEATHING 


available for civilian consumption THAN 
EVER BEFORE, as soon as the needs of the 
armed services lessen or war restrictions 
are lifted. There will be no reconversion 
delays; the same types and grades of 
Douglas fir plywood that are now being 
made can flow immediately into peace- 
time building and construction. 








[Douglas Fir Plywood i 
| WALLBOARD 


BD. F. P. 
INSPECTED 















EXT.-D.F.P.A. 4 


TRADE MARK REC. U. S PAT. OFF 


DOUGLAS FIR PLYWOOD 
ASSOCIATION 


Teme 2, Wain SPECIFY DOUGLAS FIR PLYWOOD BY THESE “GRADE TRADE-MARKS” 
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OUR NOVELTY OF THE MONTH 


designs of rosettes, plaques, shields, 
etc. Ask our representatives or write 


directly for samples and photographs. 


Metal Ornaments in more than 50 








VOne 


Ko WLS ,C)'S 


AUSTEN DISPLAY - 31 W.312 ST..NEW YORK CITY 


VAS, CYE , 





PcKI 





SKIKE BRO A 


eno 





Kok 





Ca a hi hit 


FLAG SETS 


- ' 


Ipeat for window and store decoration, and patri- 


etic displays. Flags of all Allied Nations in full 
colors, mounted on special shield that hangs or stands 
anywhere. Send for illustrated price list today. 


U.S. and ALLIED 


FLAGS 


U. S. and Allied flags in all sizes and 
materials. Write today for illustrated 
catalogue. 


REGALIA MFG.CO. 
Dept. 64, Rock Island, Ill. 











OUR ENTIRE LINE OF 


MANNEQUINS 


NOW 
READY! 


The popu- 
larity of our 
high-class 
manne- 
quins is 
well known 
throughout 
the country. 

In spite of 


dous de- 
mand we 
have main- 
tained our 
fine quality 
and fast de- 
livery serv- 
ice to our 
vast clien- 
tele. 


Write for Photos Today 


DISPLAY MANNEQUIN, Inc. 
257 West 17th Street NEW YORK 


CHICAGO: The Fixture Mart, 314 Jackson 
Blvd. 





MONTREAL: Modern Display Fixtures, 460 
St. Catherine St., West. 





the tremen-. 





| \ 
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| a feeling of Eighteenth Century furnitu 
| One is an old sterling candle holder tl 
has been converted into the lamp, wh 
the other lamp is a Chinese figure mu 
like the one on the platform. You will s 
little touches of that same Chinese feel: 
in the accessories. I want to mention tl 
we never make a furniture display unless 
have the lamps lighted. Here we have |: ‘t 
the cellophane on the lamp shades, but 
the windows or in one of our rooms it wot 
be imperative to remove the cellopha 
from the shades, because they must be d 
played as they should in use. I hav 
where people thought tl! 
cellophane should be left on the shades | 
they had 


look 


been in homes 


cause them displayed that 


seen 


way. 


a room look as though it had been lived 


will notice a_half-filled) glass, dishes ot 
candy, cigarette butts in ash trays. These 
little touches make displays of furniture ap 
pear home-like. The table tops have de- 
signs painted on them with colors used in 
the draperies 


Now, how about questions ? 


Q—Why the maple magazine rack? 


A—It’s really mahogany, like the rest of 


the things. 
Q—If the lamp is 
Chinese ? 


Chinese should the 
shade be 
shade? 

A—Frankly, the shade on that lamp has 
a feeling of Chinese. 

Q—Would you generally place that wing 
chair so close to the green chair? 

A—No! That is really a little too close 
because the stage is not deep enough. 


Q—Do you think the table and magazine 
rack as good as a pair ot tables? 
A—I think 


of lamps. 


a pair of tables require a pair 
A pair of lamps require a_ pair 
of something else. 
(J—What kind of rug would you use? 
A—The rug lightest 
shade of the draperies—a 


would be the 
green in 


very 
char- 
treuse. 

Q—Could you hang those Chinese shelves 
in any other way? 

A—They came equipped that way and may 
be a little high. They shouldn't be any 
higher than would be necessary to have 
them so that in sitting on the 
wouldn't bump them. 


sofa you 


Q—What do you consider your accent 
color? 
A—Green is the accent color. It would 


have been possible to do this in red and 
It could have 
been done, but it would have had to be re- 


possibly with the red colors. 


peated somewhere else in the room. 
(J—Does everything have to face the glass 

or street front of the display window ? 
A—No. 


trying to make peep-holes of our glass. We 


In fact, we have been accused ol 


have used drapes so that people had to get 
and We make the glass 
wall. 


peer in. 
fourth 


right up 
appear as a 
QO—What kind of pictures would you use 
for this setting ? 
A—Some with a Chinese trend. 
Q—Could you use two or four pictures? 
depending on 


Two, four, six, or eight, 


We put little touches in a display to make 


If you observe our windows carefully you 


Is there a Chinese lamp 


<0 EIA BRAS 
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NOW AVAILABLE... 
For the First Time! 





















aan amUYy mM co FLEXGLASS—the glass that bends—can now be 
gp i pa ma 1 mt Ay had in new long cuts which make possible com- 
| (Bahn JUANG pletely different and beautiful display effects. 
ff} Cy :) Available in a variety of cut combinations, in any 
Ny of the many colors or patterns in the line. Now 
it is possible to create free-standing units which re- 
main rigid whether 
bent coneavely or 
convexly, including 
square columns 
with chamfered 
corners. 


Flexglass has con- 
stant reuse value; 
use it in your win- 





dows (especially 
during the brown- 
out); reuse it for 
counter displays. 
columns and ledges. 
shadow-boxes. 





Flexglass in alternating long cuts 


makes free-standing units 





Flexglass with the new 19!” x ‘ long cut. Retains complete flexibility WRITE FOR FREE COLOR CARD 


FLEXGLASS and FLEXWOOD (genuine wood, yet it can be wrapped around a pencil) are mnautactured and 
marketed jointly by United States Plywood Corporation and The Mengel Con 


UNITED STATES PLYWOOD CORP, 103 Park Ave., New York 17, N.Y. 

























GRASS MATS 


SIZE: 3'6’X3'6".......°2.95 EACH 


SUPPLY LIMITED 


Visit Our Display Show Rooms Now! 
DAZIAN’S INC., 222 No. MICHIGAN AVE., CHICAGO | 





BALLOU’S 


CRYSTAL BEADS 
DIAMOND DUST 
GLASS TINSELS 


will help solve your decorative prob- 
lems. Beautiful effects can be ob- 
tained by applying the Beads and 
Diamond Dust over colors as they 
reflect the color they cover and add 
sparkling beauty to same. 


Glass Tinsels can be supplied in the 
following colors: SILVER, GOLD, 
RED, BLUE, GREEN and BLACK. 


a 
Write for Samples 


Edward C. Ballou Co. 


Tinsel Dept. No. 6 
6 VARICK ST., NEW YORK 13, N.Y. 














Now in Opaque, Sparkling Colors! 
MODERN PLASTIC 


HANGERS 


Blue, Green, Pink, Chinese Red, Ivory 





These beautiful hangers are made of cellulose 
acetate, have non-slip notch to prevent gar- 
ment falling from hanger. The supply is 
limited, so order yours now. 


SIZE DIVIDERS 


To Make Selling Quicker, Easier 


16 





Mi 
Size control made easy at low cost. Two types. 
Round Lumarith (non-inflammable celluloid) for 


Cannot fall off rack. Beauti- 
All sizes from 1 to 54. Actual 
size, 2%"' diameter. White pressed cardboard 
for stock room use. The favorite for many years. 
All sizes from 12 to 50. Actual size, 

12” high by 4” wide. Either style, each..... 10c 


general store use. 
ful in appearance. 


NATIONAL HANGER CO. Inc. 


NEW YORK CITY 1 


253 WEST 26TH ST. 
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their size, but hanging pictures is an art in 
itself. 

(J—Could that chair be slip-covered in the 
same material as the draperies ? 

\—That 

(Q—Does the Chinese trend tie up with the 


would be ideal. 


modern ? 
A—Yes, 


could be a 


though it 


you see 


looks as 


things 


Chinese art 
forerunner of 
today 

(J—Do you use spotlights in your furni- 
ture windows? 

A_-_We nothing but 
lamps, but unfortunately the competition of 
sunlight makes it impossible, and at night 
dark. So we do 
floodlights, but 


would like to use 


the display would be too 


use a battery of over-head 
no spotlights. 

()—I believe that it was said this evening 
that the Eighteenth Century the back- 
Is that true? Don't 
tiring of the 
to the 


was 
bone of display today. 
think that 
Kighteenth Century and are clinging 


you people are 


modern and Provincial? 

\—I don't think there is anything ornate 
about Eighteenth Century. The modern will 
be much future than 
it is today, but Eighteenth Century will al- 
be the least for 


to come 


more important in the 


ways backbone, at some 


time 


Cincinnati Group To Discuss 
"Store Of Tomorrow" 


\ppreciating the need = for coordinated 
thinking in designing the store of the future 
to fit the 


appeal, the Ohio Valley section of the Ilu- 


demands for greater over-all visual 


minating Itngineering Society has arranged 
a symposium to discuss “The Store of To- 
The their 
fields the panel, with 


editor, DISPLAY WORLD, 


morrow.” following experts in 


respective compose 
, 


kK: -C. ihash, 


serving as moderator: 
Mrs 


publicity director, 


Kemper, 


Garace 


FEBRUARY, 





Shillito’s; Bernard Pepinsky, American 
stitute of Architects; Paul LeRoux, Lib 
Owens-Ford Glass Company; Andrew } 
Rollman’s; Wil 
Leinberger, general superintendent of 
struction, Kroger Grocery & Baking ( 
pany, and Emil T. Glaser, F. D. Lawr 
Electric all are of Cincinnat 

The meeting held the 
February 20 in the Rookwood room ot 
Hotel Invitations 
been 


zer, display director, 


Company ; 
will be evenin 
Sinton, Cincinnati. 
extended to retail 
chandising and displaymen, allied buil: 
other 


store owners, 1 


trades, and interested persons. 


Wray Williams To Handle 
Korrect-Way Line 

The American & Manufactu 
Company, St. Louis, that 
Wray Williams Display Company, Mem; 
will represent the firm’s line of Korrect-\ 
equipment in 


Fixture 
announces 


mannequins and display 


Tennessee, Kansas, Mississippi and Louisi 
Williams Dis; 


Company, already well known in the disp! 


ana area. The 


Wray 


field, will maintain a modern showroom 
carry a tull line of display accessories, 


cluding background and lighting equipme: 


Fred sales 
J. O. Bailey is 


the company. 


Lokey is in charge ot 


assistant sales manage! 


Maharam Produces 
Display Guide 

Maharam Fabric Corporation, 130 
46th New York City, 
new 24-page “Display Guide for Spring 
Summer, 1945." 
the catalogue shows a wide range of flow 


street, announce 


panels, papers, displavers, and related it 
Maharam, who originated “Velur-tex,” 
new and = attractive 


announces several 


bossings in that material. 


1645 
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Sent to jobbers on request 
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—Above are seen members of the Fisher Display Company, 506 West Lake street, Chicago, at 
a party during which they were presented with War Bonds as a bonus for their work during 


1944. 





Sol Fisher, head of the company, is seen holding a handful of Bonds at the upper left. 
The organization is celebrating its twenty-fifth anniversary this year— 

















45 


ring 
left. 


Annot Holds 
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Exhibition 

exhibition of paintings, sketches, and 
photographs of art work done for numerous 
stores is being held by Annot at Art Head- 
quarters, 345 Madison avenue, New 
City: the showing will continue until March 
5 eatured is a collection involving a glass 
technique worked out by Annot for display 
ses. It combination of 
and collage, all 


purp consists of a 


painting representational 
transparent. 

The glass display technique as done by 
Annot has been used by a number of firms, 
including Elizabeth Arden, Bonwit Teller, 
Schiaparelli, and Macy’s. It has a luminous, 
sparkling quality which is very appealing. 





DISPLAY VISIBILITY 
[Continued from page 24] 


emphasized it 
present The brilliance 
of color is reduced as the lighting decreases. 


scheme or it may be 


in the merchandise. 


tive 


\ brilliant flower looks drab in the moon 
light 

CONTRAST—The whole seeing process 
is based upon contrast. A table of linen 


silhouetted 
The printed message 


almost invisible if 


against a white wall. 


cloths 1s 


depends entirely on contrast. Shapes as well 


as color can aid contrast to make seeing 
easict 

BRIGHTNESS—When we consider that 
time, clarity, size, and color and often con 


trast are more or less fixed characteristics 
4} merchandise on sale, it is not surprising 
that brightness is the one greatest single 


a display of 
the 
brightness 


factor of importance. Given 


any merchandise in which any or all 
othe 


will aid in 


factors are low, greater 


overcoming the deficiency. It 


applies equally well for merchandise in the 
window or inside the store 

The postwar store will have “Tuned 
Lighting’ or illumination that is in’ har 


mony with the type of establishment and the 
merchandise on sale. 


THINK THIS OVER 
[Continued from page 28] 


Sgt. Alvin Shaw, another Ayres displayman, 
from Sweden. He was 
interned there for some time. He told Phil 
lips how he got into Sweden, but how he got 


has returned home 


out will be a story to hear only after the 
War is over. . William Neutzman, for- 
merly with Hill Brothers, Fond du Lac, 


Wis., has joined The Madison. 

Jack Pollari, Chicago correspondent 
tor DISPLAY WORLD, was seen lighting a 
in front of Field’s windows the night 
he ownout went into effect. 


Emporium, 


Getting a 


Pictu of a window without light is a big 
job even for Pollari, who solves most prob- 
lems like a flashbulb. . .. Troubles are not 
all in display these days, with ceiling prices 
to bother the housewife. A New Jersey 
won returned a purchase to a store with 
the protest that it wasn’t what she specified. 
‘It ( red a floor mop,” she explained, “and 


p has ‘ceiling’ stamped right on the 
ti k ... [ll be “ceiling you” in March, 
War Manpower Commission doesn't 
a lunch bucket in the meantime. 


York | 
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Some Notes On 


SPRING BUYIN 


This year the early buying for Spring Dis- 





plays and Decorations is the result of the 


fine cooperative spirit shown by the trade. 


It is enabling us to fulfill our customers’ re- 
quirements without lowering our standards 
. . . without undue hardships and delays— 


for which we are deeply grateful. 
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Here's something entirely NEW! 
gifted artists. 
hand painted. 





No. 587 


“River Scene” 


An artistic setting—all hand painted in all 


the beautiful colors of Summer. $12.95 


On sturdy seamless 70” x 87” 
SPECIAL SUBJECTS 


Hand painted to your order. 


and we create a beautiful hand-made, full colored painting 
order $6.95 per unit). 
Not silk-screen processed, not printing of 


Landscapes 40c a square foot 
slightly higher. Estimates on request. 


(minimum 













No. 563 


Time”’ 


100” x 87”. 
Spring colors. 


for 


“Gateway” 


Like a fine painting. Ina multitude 
of rich, natural colors. HAND 
PAINTED ON CONSTRUCTION 
BOARD 28” x 42”. 


$6.95 


SPECIAL SIZES 


All you do is send us a rough sketch, or clipping 


by a skilled artist. 
With figures 


any kind. but genuine Hand Painting in Natural Colors. 


Unbelievable but TRUE ... Write 


‘““WINDO-ART ” 


Manufacturers & Distributors 


Display Products 


1141 WHITE PLAINS ROAD, NEW YORK 66, N. Y. 


‘Blossom 


AN ENTIRE 
BACKGROUND 


Exclusive backgrounds—hand painted by 
A way for you to have really distinctive backgrounds exclusively 
Below are a few examples of available subjects. 


\ beautiful and exclusive 
hand-painted panorama on 
sturdy seamless measurin 


rua 
- 


Full natural 





FEBRUARY, 1945 





| AGA Contest Winners 


| 


| 
| 
| 
| 
| 
| 


Are Announced 

A special contest sponsored by the Won- 
dow and Store Display committee of he 
Residential Gas Section, American Gas \s- 
sociation, New York City, backing up 
Sixth War Loan drive, attracted ent 
from all parts of the United States. 

The contest, 
26, was divided into three divisions: “ \, 
for cities having 100,000 population or oy :1 
“B,” for cities having population of betw 
50,000 and 100,000, and “C,” for cities hay ng 
population of less than 50,000. 

There were two War Bond ($50 and $ 
mention in 


, 


which closed on Decem er 


gt 


prizes and an honorable 


In addition, the winners received 


class. 
cial Treasury Department citations. 


follows: 


The winners were as Divi 
“A.” first prize, George H. Schumacher, Mil- 
Light Company, Milwaukce 
second prize, Vincent T. Nast, Philadel, 
electric Company, Philadelphia; third, Rich 
ard A. Mach, Minneapolis Gas Light ( 
pany, Minneapolis. 

Division “B,” first 
Florida Power Corporation, St. Petersburg 
second, A. J. Paulhaus, Woonsocket, R. | 
third, F. H. N. Hawkins, Westchester Light 
ing Company, Mt. Vernon, N. Y. 

Division “C,” first, Carelton F. 
Long Island Lighting Company, Mineola 
N. Y second, M. R. Norton, Wisconsi 
Power & Light Company, Fond du_ Lae 
Wis.; third, H. O. Whelpley, Pacific Power 
& Light Company, Yakima, Wash. 

The judging was held at AGA headquar 
committee 


waukee Gas 


Bryan Butler 


prize, 


Bogard 


consisted of Irma 
Shulton 


ters. The 


Ericsson, advertising manager of 


Inc.; Lawrence Hammond, Radio and Mo 
tion Pictures Committee for Economic |< 
velopment; Royal M. Alderman, vice-presi 
dent, MeCann-Erickson, 
W. Browne, chairman of the Window an 
Store Display Committee. 


Inc., and Georg 


“THIS ISN'T 5TH AVENUE!" 
[Continued from page 32 
the old type specialty shop front of about 
the 1900 period—complete with cut up glass 
and the island window. Look at it agai 
with dramatic display in mind and with ai 
optimistic viewpoint, and immediately cet 
apparent. (I! 
our own case, for example, taking two long 
[24 teet] windows and cutting them dow 
into six smaller picture-frame units mad 


tain beneficial changes are 


possible a dramatic and coordinated pres 
would have looked rather 
amateurish if 

Once 


entation which 


haphazard and used in tl 


large windows.) these changes ar 
made, it takes the public only a relativel 
short time to recognize and appreciate th 
Then just t 
to slip in one of the former cut-and-dri 
displays with a few flowers, the decorati\ 
panels, and glorified cards; the same peopl 
“You can’t do that! 
will repeat it, but with what a different sig 


nificance ! 


improved display treatments. 


who formerly said: 


Though your store may not be the largest 
in town, it can acquire added shopper 
original display and cra 
matic presentations—and in the smaller con 
munities the inspiration and the drive fo! 
the chance to use this kind of display must 
usually come from the displayman hin 


lowing through 
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Homespun Leather 


Fo py 
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Pchb. Ceeryit 


Available in Five Summer Soothing Shades 
WHITE — SPRING GREEN — YELLOW — SKY BLUE — PEACH 


Color Card Sent on Request 


Send for New 1945 NoSeam and Spring & Summer Catalogs 


COY-DISBROW CO., INC., 686 GREENWICH ST., NEW YORK I4, N. Y. 


ette Paper---“48" 
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Cold-Cathode Fixture 
Is Announced 

\ new commercial lighting fixture em 
ploying 93-inch fluorescent cold-cathode low 
voltage lamps is now available from General 
Luminescent Corporation, 638 South Federal 
street, Chicago 5. The manufacturer states 
that in addition to the 8-foot fixture, assem 
blies are also available for continuous line 
lighting. The units are equipped with 10,000 
hour “Colovolt” lamps which are instanta 
neous in starting and do not flicker. 
Vollmer Leaves Macy's 
For War Work 

Lawrence Vollmer, who joined R. H. Macy 
& Co., New York City, a few months ago as 
assistant to Irving Eldredge, window dis- 
play director, has resigned in order to enter 
a war industry. Prior to going with Macy’s, 
Vollmer was in charge of display for J. N. 
\dam & Co., Buffalo. 
Change Of Positions 
For Ruderman 


a : 
M. (Rudy) Ruderman, formerly with Jas. 


\. Cole Company, New York City, is now 
with Kaplan Textile & Products, Inc., 561 
Fiith avenue, of the same city. 


Hospital Session 

For Ballenger 

vard Ballenger, who directs display 
lor Honwit Teller, New York City, recently 
ur vent a minor operation. He is expected 
it the store soon. 


bac 





Attention Displaymen! 


Lloyd's 
ANAGLYPTA 


fills many a display want. Hun- 
dreds of designs. It is unique. 
Anaglypta simulates ornamental 
plaster perfectly. It is a molded 
product of rag stock, light in weight 
and durable. 
Hundreds of designs including cor- 
nices, moldings, and decorative 
treatments. 

Inspection Invited 
Write attention Mr. Ryan or Mr. 
Ferreri for samples of display 
papers. 


W. H. S. LLOYD CO., INC. 
48 W. 48th St., New York City 19 
Offices New York, Chicago, Boston, Newark 


RELAX 


We Have the Answer to 
Your Manikin Problems 


Regardless of their condition we can make 
them look new and fresh again. With 
broken parts repaired and missing pieces re- 
placed along with a new skin-tone finish you 
will have your manikins like NEW again 


Pep up the appearance of your FRONT- 
SALES-LADIES by replacing their wigs with 
new styles and colors. At least clean the 
old ones; the difference is amazing. 


We guarantee you will be well pleased with 
the LOOKS of your LADIES after a thor- 
ough cleaning with “REFRESH’’—the mal- 
velous new manikin refresher. Sells for 
only $1.25 quart and $4 gallon. 


Write for particulars. 
Shipping cases for the asking. 


Everett M. Bridge 


991 Main Street Buffalo 3, N. Y. 
MANIKIN REPAIR SPECIALIST 








POSITION WANTED 


USE THE 
OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 

POSITION VACANT 

DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch— CASH WITH ORDER 





EVERYTHING IN BIRCH 


For Your Spring Displays 


Poles and logs in all sizes and lengths; animals 
of birch for kiddies’ wear; shelf displayers, hat 
stands, screens, fences, etc. 


Ww. C. HURLOCK 
DREXEL HILL, PA. 


4105 TAYLOR AVE. 
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VIRGINIA ROEHL 
DISPLAY NEWS SERVICE 
47-West 57th Street 
NEW YORK 19, N. Y. 
PLAZA 3-5968 


Complete 
photographic files 


Window 

and Interior Display 
Service for Department 
Stores and Specialty 
Shops — mailed weekly 


Reprints 
always available 


at moderate prices 


Studio Still Lifes 


Complete 
information and samples 


sent on request 
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Milwaukee Club Cooperates 
In Display Course 

Members of the Milwaukee Display Club 
took over responsibility for the display sec- 
tion of a retail advertising clinic recently 
held in that city under the sponsorship of 
local firms and the National Retail Dry 
Goods Association. The display section took 
up four weeks of the 12-week course; en- 
rollment exceeded 400. 

Clarence Picard, Stuart's, served as mod- 
erator for the display sessions. The series 
was opened by Eric Schwengel, assistant 
publicity director of Gimbel’s, who discussed 
“The Purpose of Display.” Milton Werner, 
Stuart's, gave a demonstration of the con- 
struction and installation of a display. 

The following week a demonstration of 
various lighting was given by 
Charles Laupp, Wisconsin Power Company, 
and Werner discussed “Interior Display and 
Its Value.” For the third meeting, David 
LL. Ostlund, The 
Mannequins,” and 


types of 


Boston Store, spoke on 
showed 
practical display Jeannette 
Paskey, fashion coordinator for The Boston 
Store, explained Selection” 
and “Care of Merchandise on Display.” 

The final session was handled by Milton 
Werner, who spoke on “Display Visibility.” 


“Fixtures and 
“shop. tricks.” 


“Merchandise 


\ question and answer panel was conducted 
after each talk throughout the entire series 
of presentations. 


Coy, Disbrow Introduces 
"Homespun" Paper 

\ new design in leatherette paper, called 
“Homespun” and available in rolls 48 inches 
wide, has been placed on the market by Coy, 
Disbrow & Co., 6860 Greenwich street, New 
York City. It can be. had in five summet1 
shades. 

Coy, Disbrow also announces a new cata 
logue featuring numerous new items, among 
panel called 
according to a com 


being a background 
Bubbles 2” 


pany spokesman, it 1s a good medium for 


them 
“Floating 


brownout displays as the opalescent bubbles 
pick up and reflect the lights from. street 
lamps. Copies of the catalogue are obtain 


able on re quest 


First Anecdote 
Of The Brownout 


From Ralph W. Shea, display manager of 
the Evansville Dry Goods Company, Evans- 
ville, comes the first humorous: story about 
the brownout It seems that a customer 
of the store desired to inspect a furniture 
display in a pitch-black window; the turni 
ture salesman and the prospect “looked” at 
the expensive outfit chiefly by sense of touch. 
The shopper returned later with his wife, 
and the couple and the salesman, who had 
located a flashlight in the meantime, went 
over the display in detail The story has a 
happy ending: they bought it. 


Change Of Location 
For Boe Studio 

Lenore Boe’s studio, formerly at 23 West 
12th street, New York City, is now located 
at 227 West 13th street 
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NOW IN STOCK! 


DRESS COVERS 


Large Size—8 inches by 21 inches 


*11.50 per hundred 


Order now while supply lasts 


NATIONAL HANGER CO., INC. 


253 W. 26th St. New York, N. Y. 











SAVE TIME IN - 
TRIMMING « . 
WINDOWS -; . 


The MODERN DISPLAY RACK is a mighty 1 
and handy accessory for store window and counter 
display, for both merchandise and show cards. It 
saves time, gives you a neater job and helps at 
teurs to make a creditable display. Also priced for 
retailing in Picture and China departments 


Sturdily made and nicely finished in Walnut 
Natural wood; stocked in four sizes 


















No. 24 4in. wide x6 in. high 
No. 25 5in. wide x8 in. high 
No. 26 6in. wide x 81% in. high 
No. 27 7in. wide x9 _ in. high 


PRICES—24 and 25, 50c each; 


26 and 27 sizes, 75c each 
Sample of 4 in walnut, $2.25 ‘ 
aa ’ y 
Sample of 4 in natural, $1.75. ‘ ! 
Sample of all eight, $3.7 4 ‘ 
Postage prepaid Write for ?¢ ‘ 
‘ 


quantity prices on business 
letterheads. 

(Ten numbers for Plates, Cup 
and Saucers, and Platters.) 


PIERCE Co. «. 


SIl MARQUETTE AVE. 
MINNEAPOLIS, MINN. 









FLAME PROOF FLOWERS e GRASS 
MATS @ PAPERS @ COLORED SHAV- 
INGS @ CRYSTALS e SANDS e 
CORK AND BARKS 


We Match Your Colors 


Arts and Flowers Displays 
43 W. 56th St. New York 19, N. Y. 











@Please Mention DISPLAY WORLD Wher 
Writing Advertisers 








“Ti 


Ne 
A 











— —— 


! 





BS 


© 


I ix 















FEBRUARY, 1945 


Fanning Comments 


On French Display 
letter from Howard L. Fanning, 
rly display director for Bry-Block Mer- 
tile Company, Memphis, and now a ser- 
nt attached to the Third Army, reports 
“I am surprised 


tor- 


from somewhere in France: 
at the type of window displays I have found 
here. They are of a high type, both from 
artistic 


qa selling angle as well as an one. 


use a nice type of ‘prop’ and_ back- 


They 
ground. I am not too well impressed by 
their mannequins, however. They are show- 
ing a very limited amount of merchandise; 


the reason 1s obvious.” 

Fanning like to hear 
friends, and can be reached at the following 
address: “Set. Howard L. Fanning, 34900509, 
Co. B, 178th Engr (C) Bn., A. P. O. 403, 
re Postmaster, New York City.” 


would from his 


Ce 


Another Prize 
For Kieffer 


First prize consisting of a $100 War Bond 


in the sportswear window display contest 
sponsored by Lakeland Manufacturing Com 
pany has been awarded to Clement Kieffer, 
Jr, The Kleinhans Company, Buffalo. Sec 
ond and third awards, War Bonds for $50 
and $25 respectively, went to George Ritter, 
Ed Schuster Company, Milwaukee, and 
George Brill, H. C. Prange Company, She 
bovgan, Wis. 


Naturalization, Change Of Name 
For Nashville Displayman 

Harry Kramarski, who came to the United 
States from Germany a number of years ago 
and is display manager for Joseph Frank & 
Son, Nashville, announces that his naturali 
zation proceedings have been completed and 
He has also 


having it 


he is now an \merican citizen 


\mericanized his name by legally 


hanged to Harry Kramer. 


Pennig Takes Over 
Cardozo's Display 
\ndrew C. Pennig has become 
for R. N. Cardozo & Brother, Inc., 
St. Paul, having a similar position 


with McClusky 


display 
Manage! 
resigned 
Clothes Shop of the same 


cit Clarence Countryman, whom he suc 
ceeds, has located on the West Coast to 
engage in the general display service busi 


De Terey Back Again 
At Sloane's 


lowing his honorable discharge from 


irmy after more than two years of serv 
Benno de Terey, former display director 
W. & J. Sloane Company, New York 
City, has returned to that position. <A. P. 


( he 


sumed charge of 


director, has as 


display for the 


acting display 


interior 


New York Firm 
Adds To Name 
Dingleman Company, 112 West 42nd 

New York City, has changed its name 
ngleman-Wolff Company, thus includ- 
names of both members of the firm. 
is no change in management or policy 





| 
| 
| 
| 
| 
| 
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“Trade Mark Reg U. S. 








Here’s a Sales Tonic 


that’s FIRE-SAFE 
Eaton “VELVETY*” Grass Mats 


Pat. Off 


, fire resistance, sales-stimulation, versatility and 
durability are built into Eaton “VELVETY” mats. Fire-proofed, 
power-dyed and mildew-proofed under special Eaton processes, 














these mats are smooth, rich, velvety and grass-green .. . use their eye- 
pleasure to your profit in nearly every type of display ... use them 


again and again. 


Sorry, but there will not be enough “Velvety” mats to meet all demands 
but we are producing all we can with the material available. 


EATON BROTHERS CORP. 


HAMBURG, 


ee oe eo a 











NEW AND IMPROVED 
MANNEQUIN REFINISHING 


All work done in modern studio under ideal condi- 


tions with factory results. Perfect work guaranteed. 


SPECIAL SHIPPING CASES 
I furnish shipping Reasonable 
rates and prompt service. Write for complete information 


L. M. BRENAN 


5874 COLLEGE AVE. INDIANAPOLIS, IND 


specially designed cases. 








USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 








EQUIPMENT 


Largest and most complete stock 
of Display Materials carried in the 


NORTHWEST 


MANNEQUINS @ RACKS @ HANGERS 
ARTIFICIAL FLOWERS @ GRASS MATS 
BACKGROUND PANELS @ LUCITE 
FIXTURES @ STAPLES @ FACIL FAB 
FLAGS @ DECORATIVE PAPERS 
SEND FOR CATALOG 
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1417 FOURTH AVENUE, SEATTLE 1, WASH. 














































S-25 Weather Vane and Rooster Unit; 7’ high, on a 


23” x 11” wood base. White stipple finish, green grass 
covered base. Giant Morning Glories in pastel colors 
entwined on heavy trunk vine. Green cloth leaves 


$15.45 each 


Write for your free copy of our beautiful new cata 


logue, and visit our showrooms when in Cincinnati. 


General Display Corp. 


140 W. 4TH ST CINCINNATI 2 





































QUALITY 
CARDBOARD 
SINCE 
1902! 


— 


CRESCENT 


Quak AAhd 


\ tans | 


A Product of 
CHICAGO CARDBOARD COMPANY 


656-670 W. Washington Blvd. 
CHICAGO 6, ste ILLINOIS 
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STORE LAYOUT 
[Continued from page 44] 


ning alone, but usually the result of a domi- 
nant stationery department operated by a 
strong-willed, important buyer who can not 
be crossed in any way because he contributes 
a large percentage to total store volume, 
even though we or our customers can not 
see any connection between the merchandise 
carried in these adjacent departments. When 
two or possibly three such departments are 
on the same floor the customer all too fre- 
quently finds it necessary to walk to the 
far left-hand corner to buy neckwear, then 
to the center of the main aisle for hosiery, 
the right-hand side aisle for gloves and then 
back to the center aisle for a handbag- 

simply because one or two dominant de- 
partments have outgrown their old depart- 


ment boundaries and overflowed into adja- 


cent and unrelated departments, thus forcing 
the smaller volume or undeveloped depart- 
ments to a remote position on the side lines. 

I'm sure you have many times seen lay- 
outs that result in groupings such as men’s 
furnishings and notions or knit underwear 
and cosmetics or women’s hosiery and _ sta- 
tionery or a demonstrator booth of moth 
preventatives next to the candy department. 
This sounds like gross exaggeration, but 
frankly it isn’t. Look for it; it may be in 
your own backyard. 

You will note that [ve drawn my exam 
ples using street floor departments. The first 
receives in any 


impression the customer 


store is the arrangement of the main floor, 
although I recognize that the conditions | 
mentioned above also exist on the floors 
above and below the main. floor. 
most practical 


Pheretore, I believe the 


layout is the “Customer point of view ap- 
proach”—the arrangement of closely related 
departments immediately 


For example, let us 


and coordinated 
adjacent to each other. 
assume our customer has just purchased a 
tailored suit and wants to 


basi¢ dress or 


accessorize her garment. How much easier 
it is for her to start at the left-hand side ot 
the main aisle—buy her neckwear, then to 
hosiery, gloves, 


costume jewelry, next to 


street floor sweater and blouse. bar, 


bags, 
without having to vault over notions, sta 


tionery, books and candy on the way. I’m 
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not advocating that we dispense with tho 
departments, but why not group them t 
gether accordingly? We are convinced th 
customers like to come in direct conta 
with merchandise; hence we are strong a 
vocates of what we like to call “Improve 
merchandise selling arrangements.” Mal 
it possible for the customer to see, hand 
and select the items we offer for sale. 
This has been done by showing all meé 
color 


chandise by size, classification, 


price; nothing particularly new here, but 
makes it easier for our real boss, the cu 
tomer, to enjoy 
easier for our salespeople, particularly tl 


her shopping. It is al 


inexperienced ones we now have to conte 
with. It is easier for the department mai 
ager and the divisional manager to see tl 
condition of their stocks. Eyeball contr 
if you will. I think that in the majority 
stores this way of presenting goods is 
fundamental and so simple that at son 
time we all must have looked for a diffict 
method of layout and merchandise arrang 
ment. 

Why not start out with the division 
manager and the department manager a1 
study the merchandise to be housed; ho 
should it be 
needed, and what items are to be display: 


displayed, how much space 


together? Then prepare a layout of the d 


partment, showing each fixture and what 
is to contain and the flow of traffic. 

In this particular department we miglit 
decide to do away with showcases and us: 
open-top tables or bases. In this way thi 
customer can approach and handle the me 
chandise. The salesperson doesn’t have a 
counter to sit on or hide behind. Maybe if 
she is out in front, she’ll be more conspicu 
ous and keep her stock orderly. Also shi 
can't stop the customer from handling thi 
goods and “spoiling that display she just 
made.” 

Let’s use all wall space for vertical direct 

these units to be flooded with 
light. 
well under light placed in these units; it 1s 
surprising what such light does to most met 


selling units 


fluorescent Merchandise shows up 


chandise. We always strive to make things 
look their best, so why not use the kind of 
light that improves our wares; 


units should be ‘“walk-up-to” 


These wall 
units, with no 
counters or showcases to block the path to 


—An interesting dis- 
play involving Ship- 
man's patented mir- 
rors, as used by J. 
U. Stewart, Kahn's, 
Oakland, Calif.; one 
figure and one pot- 
ted plant were used 


for the setting— 
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m. The layout should be arranged so it 
impossible to get “behind” a fixture—no 
tter where you are, you are always in 
nt of it. 
n all cases, let's make a sample fixture, 
it on the selling floor and fill it with 
rchandise as planned. In many instances 
inges will be needed, features that were 
disclosed until the fixture was placed in 
For instance, we found when we used 
tal clips in the glass bins in the curtain 
partment, that children coming through 
department would take the clip off and 
iple passing by would brush them off. The 
ition of the clip was changed to the top 
the bin and the clip was fastened to a 
oden rail so it could not be 
isily. This may sound trite or unimportant 


removed 


but this was one ot the bugs 

By tar the greatest benefit from this prac 
tice of having a sample merchandise at 
ingement fixture brought to the floor tor a 
week or two will be that everyone will think 


he had something to do with the finished 


product, and when the department is finally 
set up, if he or she criticizes the fixture, he 
is criticizing his own work 

These “walk-up-to” wall fixtures might 


contain men’s shirts. The shirts are binned 


\ size—collar and sleeve length. very 
item is plainly marked, so any person can 
readily find his own size. We believe the 
binning arrangement a good one 

One of the salesgirls in such a department 
said she was surprised the way customers 
came to the bin and selected their own mer 
chandise, and, what was more amazing, they 
would in most cases fold and return the 
merchandise to the correct bin. 

Far be it from me to lead myself into a 
self-selection, but 
there are some people who are under the 


controversy regarding 
impression that self-selection is a new phe 
nomenon. This can’t be true because there 
has been some form of self-selection dating 
wav back to the little cross-road country 
store—as witness the cracker barrel. Maybe 
fundamental 
principle of good retailing is to supply the 


we have ftorgotten that the 


wants of the consumer, fully, with as little 
cost as possible and to that consumer's com 
plete satisfaction. If our public is_ not 
properly served our business will cease to 
exist 
| think a good or bad job of forcibly reg- 
istering merchandise on store traffic starts 
at the top with the boss, or with him and his 
key people. If he really wants an orderly 
presentation of merchandise he gets it. If he 
sits in his office all day, looks at his depart 
ments on the fly, or only looks at his window 
displays occasionally, it doesn't take long 
the people in the store to notice and act 
rdingly. 
registering our merchandise on trafhe 
We must get our ideas over to our shopping 
public quickly. We must demonstrate the 
desirability of our merchandise very clearly, 
we must be sure that the items fill their 
ts satisfactorily. The registration must 
Sicgest action to buy, must start that buy- 
action—and finally we must check and 
that the buying action has taken place. 


ilay’s big opportunity is to enable us to 
how to run good stores. 
he fault, dear 


3rutus, lies not in our 
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stars, but in ourselves, that we are under- 
lings.” 

When victory is ours and we review some 
of the things we did or did not do we will 
find that the fault or the tailure lies not in 
our stars, which were favorable, but in our 
selves for failing to take advantage of them 





J. G. Wood Joins 


General Products 

J. G. Wood, tormerly owner and operator 
of J. G. Wood Display Associates, Nash- 
ville, has dissolved the company and is now 
emploved by General Products, ot the same 
city; the latter company is a division ot 
Wood will con 


tinue in the same type of work as betore, 


General Shoe Corporation. 


and will contact the smaller retailers and 
help build up General Products’ silk screen 
department. 

\s part of a shoe corporation, the display 
firm specializes in fixtures and displays tor 
shoe dealers, although production is not 
confined to such items 


Reynolds Metals 
Appoints McClelland 

The Reynolds Metals Company announces 
MeClelland to 
at 
the metropolitan division office at 155 East 
44th StFeet. New York City 17 Met lelland 


was most recently connected with the sales 


the addition of Thomas J. 
the firm’s sales staff with headquarters 


service and display divisions of Marquardt 
& Co., of the same city. His appointment 
is in keeping with Reynolds’ postwar pro 
gram of putting specialists in the leading 
trade areas to devote most of their time 
to “Unifoil” products particularly adapted 
for display, gift wrappings, novelty manu 
facture, and related lines 


Birmingham Club 
Elects Officers 


\t the regular monthly meeting of the 
Birmingham Display Club on January 18, 
the following were elected officers: presi 
dent, Ray Schoenman; vice-president, M 
Db. Rich: Jeanette Deigel, and 
treasurer, W. K. Lassetter. Directors of the 


club are Paul Wertz, L. L. Wilkins, and 
Joe \polinsky 


secretary, 


Club members at the meeting were ad 
dressed by the local publicity chairman for 
the forthcoming Red Cross drive 


Feder Industries 
Is New Firm 
Edgar Feder and Sylvia’ Schultz have 
formed Feder Industries, Inc., at 116 West 
48th street, New York City 19 


pany is making an exclusive line of three 


Che com 
dimensional items of wire, papier mache 
and other material, in stock units and also 
on special order. In addition, the firm 1s 
jobbing display papers, fabrics and novel 
ties Miss 

Dazian’s, Inc., 


Schultz was formerly with 


also ot Ne W York 


Packaging Magazine Article 
By Display Factor 

“Department Stores—a Challenge to Pack 
aging,’ is the title of an article appearing 
in the current issue of Modern Packaging 
The author is Albert Bliss, Bliss Display 
Corporation, New York City. 





7 











When Can We Come 
In and Show You the 


KING PIN 
DISPLAYETTE 
KIT? 


We will see you soon 
if vou'll write the 
nearest Display Deal- 
er about our ticket 
and card holders ina 
handy, portable Kit! 


316 PIECE SET 


Kit No. 316 $21.50 


You will like the new Displavette Kit when you see it, and 
our distinctive and useful holders may help selve your ecard 
display problems 

Write us or contact a distributer about delivering a Kit se 
you can experiment with the assortment to see if it’ meets 
your all-round or special needs 


Send for our latest deseriptive folder filled with helpful 


time saving ideas It may prove we can help you! 
DISTRIBUTORS 
EAS! MIDWEST 
National Hanger Co., Ine Carrison-W agner Co.. 162 
253 W. 26th, New York Locust, St. Louis, Mo 
Fair Trade Merchandising, | Standard Displays, 9002 Den 
oot W. S2nd, New York ison, Cleveland, Ohio 
Windo-Craft Display Service, | Fryman Display Equipment 
206 S. State, Syracuse Keith Theatre, Dayton, O 
Modern Window Display Serv Reinermann Fixture Co., 343 
ice, Box 344, Sea Breeze, W. 4th, Cincinnati, Ohio 


New York Metal Displays Company, 513 
London Display Co., 1416 Shelby, Detroit, Mich 
Trumbull, Worcester, Mass. | National Clothier, Merechan 
Cc. B. Rever, 3103 Kenyon, dise Mart, Chicago 
Baltimore, Md Kesl Display Service, 920 
Hanick’s Display Center, 8th Walnut, Des Moines, la 
& Locust, Philadelphia, Pa. | National Equip. Corp., 303 
SOUTH W. 9th, Kansas City, Mo 
Wray Williams Blue Print 
Co., Exchange Bldg., Mem 
phis, Tenn. 


WEST 


Retailers Supply Serv., P. O 

830 South | Box 141, Okla. City, Okla 

Miami, Miami, Fla. Walter 4 Martin, 1646 
SOLTHWEST Arapahoe, Denver, Colo 

Fox Display Service. 408 Henry R. Berk, 644 Henry 


Wayne Services, 


Dolorosa, San Antonio Bldg., Seattle, Wash 
Classic Displays, Ine., Chene- | ¢ Barrango & Co., 579 

vert & Stewart, Houston Market, San Francisco 
Southwestern Co., Ine., 1719 | Century Metaleraft Corp., 403 

N. Hardwood, Dallas, Tex. | Mdse. Mart, Los Angeles 


Metal ‘Displays (0. of Chicago 


30 N. La Salle Street Chicago, Illinois 











Send for the 











AIR BRUSH 


ve CATALOG 
. THE WOLD AIR BRUSH 


MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 


one” 












Latest Stlle WIGS 


ALL TYPES—FOR MANNEQUINS 
Also Complete Line of Wiggers Supplies 


AT POPULAR PRICES 
ARRANJAYS WIG CO., New York city 


Telephone Chelsea 3-834] 
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Tue and Ladder, 


Most popular item in spring brochure. 
The Tree in light green, dark green 
base, white shelves. Ladder, light blue. 
Dogwood sprays and green wood chips. 
ledge or flloor 
12—$8.25) 


For windows, counters, 
24” x30’ x12”—$8.95 (6—$8.50; 


OOS 20d eossciutee— 


233 Talbott Building Dayton 2, Ohio 











SCATTER 
COLOR and APPEAL 


Around Your Window Displays 


Latest Spring Colors 
either Wood Flakes, Kubes, 


Chips. Stones, Sand, Bark, Glass Tinsels, 
Crystal Beads, Pearl Chips, ete. Gives 
a quality Background to almost any 
kind of merchandise, catches customers’ 
attention, helps to bring them in. 


PROMPT SHIPMENT 
No Priorities Needed 


Made in all rich, standard colors and in 
combination of colors. Good for open 
areas around tree trunks, posts, odd 
spaces. Leading stores have used KEW- 
BEE-KUT PRODUCTS for years. 
Inexpensive and most sensational way 
of solving your floor problem. Can be 
reused many times. 


By using 


These are now being manufactured in 
our new modern factory under close 
supervision and carefully inspected for 
quality and uniformity. Send for cat- 
alog and free samples. 

Manufacturers of 





Off.) 


(Trade Mark Reg. U. S. Pat. 
PRODUCTS 


National Sawdust Co., inc. 
Display Dept. 
65 N. 6th St. Brooklyn, N. Y. 
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Display Research Group 
Holds First Meeting 


The first meeting of the 
committee of the Point of Purchase Adver- 
Institute held in New York in 
with George W. Phillips, advertis- 
Peabody & Co., chair- 


presiding. 


Display Research 
tising was 
January, 
ing director of Cluett, 
the 
opening 
the 
member ot 


committee, 
talk 
Institute of 
the 
and one of 
1937 by 


under 


man ot 
The 


Haase, ol 


Albert E. 
Relations, 
of directors 
the direc- 
the Adver- 
the title 
Market 


made by 
Public 


board 


Was 


a torme! 
of the 
tors ot 


display group, 


a study issued in 
tising Research Foundation 
“Window Display 
Coverage.” 

Haase pointed out that the 
Institute is 


Circulation and 
Pur 
new 

“Spe- 


Point of 
representative of a 
the 


( hase 
\merican business 

Movement.” 
minded 


movement in 


cial Purpose Group 


this movement, — like- individuals 


THE DISPLAY PARADE 


“Under 


group themselves together,” Haase said, “i 
the purpose of getting a limited number 
jobs done. Quite often these special grou] 
sometimes called foundations, institutions 
committees, are created with the cooperati 
and highly ramifi 


added. 


and guidance of large 


existing associations,” he 


The cooperation of the Association 
National Advertisers with the Point of Pu 
chase Institute in this research was point 


the which 


association can 


out as an instance of way in 
large and important 
and help a special purpose group. 

“In fact,” Haase said, “the ANA has be« 
in accelerating the special purpo 
American business. U1 


ful 


a leader 
group movement in 


der the progressive administration of Pres: 
dent Paul West, the ANA has had a hai 
in the creation of such special purpos 
NO. 69 by Tony Brinker 











OF 
SMALLER CITY DISPLAY 
sos CHARACTERIZED 
Y IMAGINATIVENESS | 
CREATIVE ABILITY 


RECEIVED WiS BACHELORS DEGREE 
\N ENGLISH A FEW YE; 


ARS AGO 
THE UNIVERSITY OF CHICAGO, 


DISPLAY DIRECTOR 
J. &. KIRVEN CO. 
COLUMBUS, GA. 


x ew on MEP ARCWES WAT ALMOST Mutat” 
LITANT 

weeouean ESS yeom . TWERTRE ae 4 

BUT NO LONGER WAS 

TAME FOR tr. | _“ Nowe, PLArS S embes FOR RELAXATION. 
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ips as the Cooperative Analysis ot 
idcasting, the Traffic Audit Bureau, the 
t Study of Copy-Testing Methods, the 
tinuing Study of Newspaper 
its, the Advertising Founda 
and the War Advertising Council.” 
iaase then pointed out that 
poses of the Point of Purchase Advertis 
Institute are number: (1) 
arch and study of point-of-purchase ad 
both retail exte 
interior advertising; (2) the dis 


Reading 


Research 
the special 


only two in 


tisinge—meaning store 
and 
ination of knowledge so obtained. 
he main portion of Haase’s talk was con 
ned with a suggestion that the new ANA 
nmittee, in setting up a research program 
the Point of Institute, take a 
from. the experience of other 


Purchase 
special 
purpose groups in whose formation and pro 
erams he had participated. 


That suggestion was this: “See what re 
earch information and tacts you already 
ave on the record—whatever that record 


nay be. Consolidate the gains of the past. 


Ikxamine and study those consolidated gains 


\fter doing this, then determine in what 
direction you want to travel and how fast 
you want to travel.” 

Haase declared that he knew trom much 


reading of past studies and reports on point 
t-purchase advertising that the subject has 
a record which should be consolidated, 
evaluated, organized and put to use. 

In referring specifically to the literature 
of the past on window display, he said that 
most of it falls 


classes, depending upon the viewpoint of the 


into one or another of two 


person writing on the subject. 
stated, 
window 


“Those viewpoints,” he “can be 


roughly classified as (1) display is 


an advertising medium which moves, o1 
helps move, goods into the consumer's hand, 
and (2) window display is a sales promotion 
tool to be to help get bigger orders 
from the retailer for the field 
lhese are rough statements on the two main 


thinking. 


used 
salesman 
fine 


divisions of There are 


shades of reasoning which more intensive 
studies will) doubtless later develop and 
highlight. 


“As this fundamental difference of opinion 


comes home will realize, I be 


lieve, that a new twist in organizing window 
from the 


You must segregate past 


to you, you 


display information obtained past 


lics ahead of you. 
viewpoint of 


information according to the 


each report toward window display. — In 
other words, the first step is to consolidate 
the information you have on hand into two 
separate compartments—(1) window display 
as an advertising medium and (2) window 
promotion tool. When 


is done, then prope rly to capitalize on 


isplay as a sales 


consolidation of the experience of the 


t. vou must analyze both reports with 
basic question in mind: ‘Is there any 
mmon denominator of interest that runs 


ugh both compartments of past experi 
It there is, and | 
ve an idea that there might be, then that 


on window display ?’ 


mmon denominator may be the light which 
nts the way for you towards subjects on 
that 
greatest number of advertisers might be 


ch research would be of value to 
ertaken by you as a single group. It 
both 
vpoints stand out as separate and apart, 


e€ is no common denominator and 
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With trade conventions called 
otf . with travelling condi 
tions so unpredictable ... why 
not keep up with the latest 
developments in Mannequins, 
Wigs and Dispay fixtures by 
writing for our complete new 
catalogue ! 


Creators and Designers of 


CORONET 


MANNEQUINS AND WIGS 


DISPLAY EQUIPMENT 
CORPORATION 


147 WEST 37TH STREET 
NEW YORK CITY, N. Y. 





Tamorreuw 


NEW MODELS 


Today 


SIGN MACHINES 
NEW TYPE 
SUPPLIES 

PARTS 


Line-O- Scribe 
MACHINES 


‘been printing 
signs for 15 years 


MADE BY 


THE MORGAN CO. 


3966 AVONDALE AVE., CHICAGO 4! 











USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 





WINDOW DISPLAY | 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 
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MANNEQUIN PRODUCTION MAN 


Splendid executive position for expert papier mache produc- 
tion man in New York City with complete experience in the 
manufacture of quality and quantity mannequins. Salary 
open. All replies strictly confidential. 


Address “‘P. K.”’ 
Care DISPLAY WORLD 








DISPLAYMAN WANTED FOR SALE 


Experienced in ladies’ apparel Four only —Giant Plaster Bells — with 
and accessories for Richmond, very light gold trim. Ideal for Christ- 
Va. Excellent salary. Write mas ledge trim and window display. Full 
at once. information will be given if interested. 


Write 


JONAS SHOPPES 
117 East Broad St. Windmiller’s Dept. Store 
Richmond, Va. 7226 W. Grand Ave. Elmwood Park, IIl. 








POSITION WANTED WANTED 


Display manager. Draft exempt. Have Combination window trimmer, card writ- 


had extensive experience in high-class er and advertising man tor large, — 
: ; ' gressive department store. Good salary, 
women's and men's shops. Prefer wom permanent position and advancement for 
en's specialty shop. Thorough knowledge person who qualifies. Please apply stat- 
of backgrounds and lettering. ing age, experience and approximate sal 


ary desired 


Address “R. H.” The Friendlander Corp. 





























) » ° 
Care DISPLAY WORLD Moultrie, Ga. 

WAEESS eesti ; Home Study 

xperirence 1 Window trimmer, care writer ant ” 
combination man for an exclusive men’s and “LESSONS IN WINDOW DISPLAY 
boys’ clothing store Permanent modern back A low priced, practical and up-to-date course 
grounds Permanent position. State age, draft covering all phases of the subject. Of value to 
classification, family status, experience, refer the experienced trimmer as well as the begin 
ences and salary expected in first letter ner. Over 500 pages with 1,000 sketches to show 

ROEGE SCHE you how. Write for circuiars. 

alley: WILL H. BATES, Box 101, Ellsworth, Ill. 
Signman Wanted—Have permanent position for HELP WANTED - Wonderful oppor- 
good signman or card writer with knowledge re, . . . 
of posters and art work. Display helpful but tunity for mannequin and papier mache 
not essential. Good pay. Ideal climate and workers. Chance for foremanship. Write 
working conditions \ll indoor work No bill 
boards or wall work. Give references and photo NATIONAL MANNEQUIN 
or small samples of work in first letter imme MANUFACTURING CO. 
diately to E. L. 5 ; fs, St. —— : 
neamasbane, Fla. WESTBROOK, Webb's, St 308 S. Market St. Chicago, III. 
CORRESPONDENCE INSTRUCTION—In Win RIGHTS FOR SALE 
dow Display, Advertising and Card Writing. To new, all-purpose, display price-card system 
In continuous operation for nearly 40 years with for all kinds of stores. Copyrighted. Exclusive, 
over 20,000 graduates in nearly every country in economy features. Low-priced. Large savings for 
the world. New graphic instruction and new retailers. Small production cost with fine profit 
short courses now available at special prices. possibilities. This is a 100% printed paper prod 
Write for catalog. THE KOESTER SCHOOL, uct. Suitable for present market conditions 
300 'W. Adams St., Chicago, Ill. Address “H. L.,” care DISPLAY WORLD 
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then in all probability you may want to 
vide your window research program in 9 
two parts — with one part concerned 
topics of interest to those who want m 
information on window advertising as a n 
dium and with the second part concern d 
with topics of value to those who consi 
and use window display only as a sales p: 
motion tool. 

“In either case the procedure advocat 1 
would give you an inventory of what yj 
have—would let you know where you sta 
before you strike out for more informatio: 

John M. Paver, vice-president and g 
eral manager of the National Outdoor A 
vertising Bureau, spoke on display advert 
ing circulation research up to the pres¢ 
and its implications to be considered in 
ture study ‘of the medium. 

Besides George Phillips, chairman, the ; 
vertisers serving on the committee at 
Ralph P. Olmstead, The Kellogg Compan 
Charles Solomon, American Safety Razor 
Company; A. L. Scaife, General Electri: 
Company; R. C. Stock, General Foods C 
poration; Lewis F. Bonham, The Mennen 
Company; Henry Gorski, P. Ballantine & 
Sons; Roger H. Bolin, Westinghouse El 
tric & Manufacturing Company; Felix \' 
Coste, Coca-Cola Company; Murray Koff, 
Seagram-Distillers Corporation; C. H. W,. 
Ruprecht, Underwood, Flliott-Fisher Com- 
pany; W. S. Brown, Canada Dry Ginger 
Ale, Inc.; John Alden, The Norwich Phar- 
macal Company; R. M. Greene, Philip Mor- 
ris & Co, Ltd., and Val A. Schmitz, The F. 
& M. Schaefer Brewing Company. 








WANTED 
FOR RETAIL JEWELERS 


Fixtures, novelties, fabrics, by 
well established Eastern Display 
Service, serving the Jewelry 
Trade exclusively. Will stock 
items on a jobbing basis. Write 
particulars to 


“WwW. K.”’ 
Care DISPLAY WORLD 








WANTED 


Medium size department store near Chi 
cago has opening for experienced window 
and show card man. Must be qualified 
to handle complete details of window and 
interior display. State experience and 


salary required. 


THE FAIR STORE 


Kankakee, III. 








BRISCHOGRAPH WANTED 
Will purchase at once Brischograph en 
larging projector. Write at once, giving 
size and price. 


OSCAR LEE 





226 S. Wabash Ave. Chicago 4, Ill 
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SAMSON 


Guaranteed 
GARMENT RACKS 


ARE PROFITABLY USED IN TOP- FLIGHT STORES 
FROM COAST TO COAST. DISCOVER WHY 
HUNDREDS OF ALERT MERCHANTS ARE BUY- 


ING SAMSON RACKS. 


WIRE OR WRITE 
FOR COMPLETE DESCRIPTIVE CATALOG 
QUICK DELIVERY ON ALL RACKS 


‘ 
\ 
NI 


ss = \ ‘ (2 
tt, ; 
Shle nk & duhe 
DESIGNERS @ DISTRIBUTORS 


223 ORANGE STREET NEW HAVEN, CONN. 











SI 


fo 





STORE DIRECTORY 


FLOOR SECT FLOOR SECT 
ART GOODS 3 S66) NOTIONS Bast. & 


BOOTS MAIN /|8) 


DRESSES | eX | 


HATS-MEN'S = MAIN. 1. 4/ SUITS - MEN'S 7s 
| WOMEN'S 2 26 
i} CHILDREN'S 2 32|UMBRELLAS MAIN 17 | 


© Overcae Hincen Grass Door, with Locx « Key 
| FRAME IN MAHOGANY WALNUT, OAK OR AS SPECIFIED 


A Store Necessity ! 


Good-looking “Acme” Directory Boards 


IGGEST as well as DIRECT. Changeable 


name strip or individual letter style. Write 


r literature and specify capacity of board 


you are interested in. 


ACME CHANGEABLE SIGNS 


37 E. 12th St. New York 3, N. Y. 

















IMMEDIATE DELIVERY 


STAPLES 


e FOR KLING-TITE No. 34 
e FOR HANSCO T-2 

e FOR HANSCO 44-46-48 
e FOR COMET 

e FOR MARKWELL 

e FOR SPEEDOMATIC 


and most all other machines 
We invite your inquiry 


GENERAL STAPLE CORP. 











239 Fourth Ave. New York City 3 
Buy U. S. WAR BONDS and STAMPS 


FOR VICTORY 
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~ Market Week 


Cancelled 


\s had been anticipated, the Display Mat 
ket Week which had been planned by the 
National Association of Display Industries 
for the week of June 18 has been cancelled. 
The decision was announced by President 
Ralph Adler, Jas. B. Williams, Inc., New 
York City, after the membership had been 
queried as to their desires in the matter. 

The tormal cancellation came as no sut 
prise to the field, as numerous NADI mem- 
bers had previously expressed their belief 
that the association should not even consider 
trving to get government approval for the 
Market Week. 

\s this is written (February 9) the South 
ern Display \ssociation had not vet received 
a ruling on the group’s petition tor permis 
sion to hold its scheduled conference and 
exhibition at Houston April 23-27. A letter 
dated January 30 trom Guy Malloy, Neiman- 
Marcus Company, Dallas, who is president 
of the SDA, states: “I am in hopes that the 
completion of this (application) will be by 
the end of this week. I will immediately 
air mail it to Washington and, after that, 
keep my fingers crossed. 

“IT hope we will be able to get a decision 
from them before February 7, as I am very 
anxious to get this in your February 15 edi- 
tion. I will immediately wire you the min 
ute I have any news.” 

Informed sources say there is practically 
no chance of securing government approval 
for the Houston event, in view of the ban 
on meetings attended by more that 50 per- 
sons \t a matter of record, the official 
committee which passes on such _ petitions 
has thus tar granted permission for only 
two to ke held out of several hundred ap 
plications; ot the favored two, one was fot 
the Red Cross and the other for a wat 
fund meeting involving only 65 people. The 
standard by which a given meeting is judged, 
it is said, is “How will the war effort suffer 
if this meeting 1s not held 


Refrigerator Dealers 
Choose Display 


\ study just completed by the Norge re 
frigerator division of Borg-Warner Corpo 
ration reveals some interesting figures as 
to how appliance dealers rate display as a 
help to making sales. Answering a detailed 
questionnaire on the subject of various sales 
helps, and indicating their degree of choice 
by classifying their selections by “Must 
have,” “OK, but not a must,” and “Useless,” 
the dealers voted as follows tor display: 

Window display: “Must have,” 358; “OK, 
but not a must,” 78; “Useless,” 3. For inte- 
rior displays the respective ratings were 
273, 117, and 5. The demands for display 
helps exceeded the ratings for any other 
class of selling aid, such as premiums, prod- 
uct demonstrators, literature for prospects, 
store exterior special treatments, and adver- 
tising aids in general 


‘ 
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PALM 
LEAVES 


and 


PLANTS 


Natural Preserved, 
Green Finish 


Write for Prices 


Gasthoff’s Mfg. Co., Inc. 


1534-36 FULLER ST. 
P. O. BOX 1684 
TAMPA |, FLORIDA 











Smart Displays 
are created with 


LASESTUC 


Display Properties 





Sold by progressive 
jobbers throughout the 
United States and 


Canada. 


Reserve your copy of 
the new MAJESTIC 
Summer Catalog, avail- 
able shortly at your 
nearest display material 


jobber. 
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Display 
World 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 


tion about anything 
which you are inteersted. 


in the display line in 
If you do not find 


your needs listed on this blank, write a sepa- 


rate letter. 
you want on file, we’ll find out for you. 


If we do not have the information 
Avail 


yourself of our service facilities without cost 


or obligation. 


This service includes an analysis 


of any display problem. 


Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 


[]) Brushes and Pens 


t 


r 


smmmmmnmnmnonmmesaass 


Card & Mat Board 


] Cardwriters’ Materials 


Color Lighting 
Crepe Papers 


| Composition Pieces 
| Cut-out Letters 
] Cutting Machines 


Decorative Papers 


| Decalcomania 

| Display Furniture 
| Display Forms 

| Display Letters 

| Display Racks 


Drawing Boards 
Dye, Rug and Carpet 
Enlarging Projectors 


| Fabrics and Trimmings 
] Fixtures 
] Flags and Banners 


Foils 


] Glass Specialties 


Grass Mats 
Hosiery & Shoe Forms 


| Invisible Glass 


Lithographed Displays 
Mannequins 

Mouldings 

Metal Sheets 


| Millinery Heads 


Motion Displays 
Motion Mechanisms 
Natural Foliage 


|] Pageants & Exhibits 
| Paper Sculpture Displays 


Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Price Cards—Tickets 
Price Ticket Holders 
Ribbons 

Sale Banners 


} Socks—Window 
| Show Cards 


Show Card Colors 


] Show Cases 


) Show Case Lighting 


Signs—Card Holders 


| Signs—Brass—Bronze 
] Signs—Electric 

| Sleeve Forms 

] Store Designing 

} Store Equipment 


Store Fronts 
Tackers 


] Time Switches 

] Turntables 

| Valances 

[) Veneers (Imitation) 
| Wall Board 


Wigs 


: |] Window Lighting 

[) Do you wish a copy of their catalogue? 
{] Do you plan to remodel your store soon? 
[] Do you plan to build a store soon? 


MAIL TO 
DISPLAY WORLD 


CINCINNATI, OHIO 


Firm 


Display Manager 


Street 
City 





State 
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FEBRUARY, 1920 


local 


\t the instigation of a minister, a 
displavman in Oklahoma City was arrested 
for having an unclad display mannequin ex- 
posed in a store window. The charge was 
“indecent exposure of models.” 


C. BE. Cook -and V...-A. 


as display manager 


Ligman resigned 
first 
spectively, for Hillman’s, Chicago, and took 


Wieboldt’s, of the 


and assistant, re- 


similar positions with 
same City. 

Display at T. S. Martin Company, Sioux 
City, was placed under the direction of H. 
\. Fowler He had with 
Macey’s, St. Paul 


Benjamin Harris, who had been first as- 


formerly been 


sistant at Loeser’s, Brooklyn, took over dis- 
play for Lansburgh & Brother, Washington. 
He was succeeded at Loeser’s by Frank Ste- 
vens, of the store’s regular display staff. 
The National Cash Company, 
Dayton, appointed H. O. Sauer as display 
He replaced Lothar Dittmar, who 
had resigned in order to head display tor 


Register 
manager. 


Rike-Kumler Company, of the same city. 
ernie Meier became display manager tor 


The Plymouth Clothing Company, Fort 
Dodge, lowa. He had been with Low 
Brothers, La Porte, Ind. 


FEBRUARY, 1935 


Club held a “White 


Phe Chicago Display 


Elephant” blind auction in order to raise 
funds for the association’s treasury. Door 
prizes were won by Arnold Abrams, The 


\dler-Jones Company; Carl Haecker, Mont- 
Ward & Co., Clarence Prieve, 
Naborhood Stores Display Service. 

George H. Wagner, display manager for 
The Golden Rule, St. Paul, resigned in order 
for Peck Dry Com- 
pany, City. The The 
Golden Rule was filled by Palmer Wert, who 
had with Milwaukee. 

The Spokane Display Club elected the fol- 
president, C. H. Fogelquist ; 
treasurer, EF. 
Kirkpatrick. appointed 
Vie Linden, John de Jung, Earl 
Herin, and J. F. C 

Emil Schmidt, display manager tor Gim 
bel Brothers, Philadelphia, and former pres- 
ident of the International 
Men, resigned after being with the 


gomery\ and 


to head display Goods 


Kansas vacancy at 


been Rosenberg’s, 
lowing officers : 
secretary, C. H. Le Feuvre; 

included 
Pendleton, 


Trustees 


Ray 


ass. 


Association of 
Display 
store for eight vears. 

Kighty persons attended the second annual 
the Northern Indiana 
\ssociation at South Bend. 


banquet ot 


Men's 


Display 


Arrow Releases 
New Catalogue 

Max Hochman, Arrow Decorating & Fix- 
ture North 
announces 


Seventh 
the 
bearing 


Company, 37 street, 
release of a 
the title, 
Lavishly illustrated, 
the brochure shows display properties manu- 
factured by Arrow and distributed through 
150 display jobbers throughout the 
Canada. 


Philadelphia 6, 


new 32-page catalogue 


“Spring Display Ideas.” 


some 


United and 


States 


FEBRUARY, 19 
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Acme Bulletin & Direct. Board 
Ajax Box Co. 

Allied Display Materials, Inc. 
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The SHERWIN-WILLIAMS line of finishes have been especially 

formulated to meet the specific requirements of the adver- 

tising sign and display industry. Manufacturers, both large 

and small, will find the highest quality of finishing materials 

represented in our full line of Victory Bulletin Colors for 

spectacular exterior displays, Poster Silk Screen Colors for 

: se, window display cards, streamers and banners, Victory Silk 

Preview Displays similar to the above ore being set vp for your Screen Colors for exterior metal, glass or cloth signs, Show 
convenience by Quali-Craft Distributors all over the country—There’s Card Colors that appeal to professional artists, sign writers 
one near you—Plan to attend—You'll find it will pay you dividends. and display craftsmen as well as amateurs and students. 


SHERWIN-WILLIAMS PAINTS 
t PROSPECT AVE. 
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